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Wherever you meet your prospects 


turn them into buyers! 


Whatever the sales level, wherever you make 
your presentation, you'll get over all your points 
—and get them over slraight—when Jam Handy 
specialists help you prepare the training ma- 
terials. Kach sales person will answer the ques- 
tions and remove the doubts in the same 
successful manner. Then, there will be fewer 
omissions and fewer errors. 


Your sales presentations will be protected from 
loss of attention and misunderstanding. Your 


training materials from start to finish will be 
produced by The Jam Handy Organization with 
its own staff of full-time technicians. Motion 
pictures, slides and other pictorial materials will 
be produced in confidence . confidentially, 
with nothing “farmed out.” 


There’s only one undivided responsibility, only 
one accounting. Call the nearest Jam Handy 
oflice. Find out for yourself how your people 
can be uniformly trained to make more sales. 


Jie JAM 


Convention Plans 
Motion Pictures 
Meetings Packages 
Television Commercials Pictorial Booklets 
Demonstration Devices Transparencies Promotion Pieces 
Screen Advertising Slides Poster Charts 
Skits Film Distribution Banners 


HANDY COhganes 


Animated Cartoons 
Training Manuals 
Slidefllms 


Turnover Charts 
Meeting Guides 
Tape Recordings 
Disc Recordings 


Training Devices 
Quiz Materials 
Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 


Projection Service 

Film Productions in Coler 
Field Surveys 
Convention Supervision 


“SEE JAM HANDY" FOR 
“ONE-STOP SERVICE" ON 
THESE PROVED SALES TOOLS 


DAYTON 2 
310 Talbott Bidg 


DETROIT 11 
2821 E. Grand Bivd. 


PITTSBURGH 22 
930-932 Penn Ave 


CHICAGO | 
238 North Michigan Ave 


HOLLYWOOD 28 


| NEW YORK 18 
OFFICES , 1175 Breadway 5746 Sunset Blvd 
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4 minute 
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N° matter how New York’s bigness is dramatized. 

by its people, its buildings, its retail sales, by 
almost any measure of market size, inevitably you 
are led to one advertising certainty ... to tap this 
giant-sized market effectively, you have to think 
in terms of volume. 

Here. where your sales opportunity is limited 
only by your sales effort, the Journal-American is 
read and shopped by 4 of every 10 families who 
read a metropolitan evening newspaper. That's 


112,000 families more than the second evening 
paper; 264,000 more than the third. 

And the Journal-American is read at home, 
where it influences every member of the family 
when they get together to plan their purchases... 
during the leisure hours of evening. 

For greatest family coverage in America’s 
greatest family market, place your sales message 
in the home-going Journal-American ... New 
York's largest evening audience. 


Journal» g2American 
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NATIONALLY REPRESENTED BY 


HEARST ADVERTISING SERVICE 
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AMERICAN }f PEOPLE 
l 


A HEARST NEWSPAPER 


Let's get 
Industrial Advertising 
down to the 
Local Level 


If you've developed an im- 
munity to big figures of 
national market coverage, 
how would you like to take a 
look at advertising effectiveness 
in one typical industrial county ? 


N.E.D. has just completed a study 
of its effectiveness in Essex 
County, N. J. In the six-month 
period covered by the study 
N.E.D. produced 695 sales leads 
from Essex County... cleared 
through the N.E.D. office. 
These came from 240 indi- 
viduals representing 137 
different plants. Following 
through on these leads, the 
study reveals 91 completed 
sales and 223 additional 
sales pending. 


If you haven't yet read this 
timely new Essex County 
report on advertising 
action, ask fora copy from 
your N.E.D. representa- 
tive, or write us direct. 


@ 66,699 COPIES (Total Distribution) 
@ 200,000 READERS 
@ in 40,209 PLANTS 


A PENTON PUBLICATION 


1213 West Third Street fe CAl 


Cleveland 13, Ohio 
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America's No. | Tax expert, 
J. K. Lasser Proposes 
A Lay-Away Plan for Ad Funds 
Advertising and Catalogs Reduce 


Sales Costs for Industrial Sellers 


COMPENSATION 
A Report to Sales Executives: 
Your Earnings Increased 7% Last Year 


A new study of salaries, bonuses and pensions. How close 


are you to the median? 


DEMONSTRATIONS 
12 Benefits Automatic Found 
In TV at a Trade Show 
First it was an attention-getter and 12th it’s relatively inex- 
pensive. Many of the other 10 benefits are found in all work- 
ing demonstrations, but closed-circuit TV accents them. It 
turned out that there were also two drawbacks to TV. 


DIRECT MAIL 

A New Direct Mail Idea: 

Sponsored’ Weather Forecasts 
Climatologist Blewett, operator of a weather service, finds a 
new market: He sells 30-day maps in quantity to be imprinted 
for use as regular product promotional mailings 

Mischievous Mailings 

Sell Esquire Slacks 
Esquire Sportswear's five-pronged promotional mailing to 


dealers ups new accounts by 25%, and stimulates an impres 
sive linage of dealer-sponsored advertising 


GOVERNMENT 
A Preliminary Look at 
Howrey's New FTC Policies 
Now you can absorb freight—but under what conditions? The 
Republicans pooh-poohed economists under Democrats. Why, 
then, will they be used more in an Ike administration? Some 


major shifts in policies are brewing at Federal Trade Com- 
mission. 


By Jerome Shoenfeld, Washington Editor 


FARM MARKET 
How USS Is Expanding the Market 
For Structural Steel on the Farm 
“Big Steel” is not in the fabricating business. But the com 
pany is sponsoring an earthy and factual promotional pro 
gram to sell the practicability of steel farm buildings. What's 
more, it is developing direct leads for fabricators. 
By Frank J. Reynolds, Manager, Agricultural Extension, 
Market Development Division, United States Steel Co 
INTRODUCTORY CAMPAIGNS 
Gas Drive Pays Off because 
Field Men Helped to Plan It 
Each Pan-Am Southern salesman, distributor and dealer 
threw in his two cents’ worth on what ought to be done to 
insure a splashy debut for an improved motor fuel. Results 
nice teamwork, one of the biggest months in company history. 
MARKET DEVELOPMENT 
Slot Machine Coffee: Now It's 
An $8,000,000 Business 
Youthful Rudd-Melikian, Inc., with smart selling and sound 
promotion, is fast converting industry to the idea that ‘‘coffee 


breaks” are good for morale, good for production. 
By Alice B. Ecke ‘ 
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ORDER HANDLING ' 
Avery Finds a Fast, Efficient 
Order-Handling Procedure 
Responsibility for all details of salesman-factory-customer | j 


communications is centered in five “Factory Service Represen 
tatives.’ They are answer-men, expeditors and co-ordinators, 


& 
and they're worth their weight in radium. dvertisere 
By Nat & Eleanor Wood 8 


PACKAGING 


New Packages, New Sales Sparkle 
For Drab Domestics 
Fieldcrest demonstrates how to inject style values into prod 
ucts which inherently lack a strong “sales personality.” , | j 


PRODUCT INTRODUCTION 
G-E Adds Up on "Operation Choo-Choo” 


7 
By J. F. McBride, Manager of Marketing, Major Appliance vertisements 
Division, General Electric Co. 25 


PUBLIC RELATIONS « 
Why Dravo Encourages Employes Th Q gi t f 
To Share Know-How with Industry omas e S er or 
Through the Technical Papers Competition, this fabrication 1953 t t 
and engineering concern obtains desirable publicity. More wel 0 press 


important, it offers solutions to common problems, and its staff 


* . 
builds a reputation as an idea-minded group ith th rd 
SALESMANSHIP W IS reco t 


It's Sold by Trial Installation 


Whether vou sell a new kind of locomotive or a machine tool, a 93.4% renewal by the 9,956 
nothing beats on-the-job tests. Out of them come product 


sot 3 advertisers in the 1952 Edition, 
refinements and operating statistics to satisfy show-me 

prospects coupled with hundreds of un- 
By Alvin Rosensweet 


sought testimonials attest to 
SALES PROMOTION es 
Bettor Days for Pineapples? profitable T. R. advertising for 
Everything happened to pineapples: war; drought; labor diversified U. S. Industry. 


trouble. While advertising and promotion were suspended, 
other fruits and juices were taking more and more consumer 
dollars. Now the pineapple folks are back in the arena 


Thomas Register produces 


By Elsa Gidlow Sales Leads, not mere inquiries. 


Coffee Sales Leap 134%, T. R. is not read for editorial 
In IGA “Fiesta” Drive content — it is consulted When 
SALES TRAINING Buying is Contemplated. 


Role-Playing: A Realistic Technique for Sales Training 
Carborundum plants its sales trainees in the middle of a real The Only Paid Circulation 


life sales situation—and lets them struggle to work themselves . 
out of it. Then come analysis, correction. And more practice. in the field — 


By Carl H. Demmin, Manager, Sales Training, The Carbor ABC 96% Paid 


undum Co 


How Do Your Industrial Salesmen 
Rate on these Seven Points? 
SAMPLING 

Our Customers Taught Us 

A Marketing Lesson 
Purchasers bought bland, biteless, 100-proof Southern Comfort 
for mixed drinks, but for years the company had sold it as a 
liqueur. Then the company got in step with users, brought out 
a “Special Sample,” and made liquor sales history 


TARIFFS 
Your Stake in the 
Battle of Chief Joseph Dam 
The sales executive is on the hot seat of today’s No. 1 eco 
nomic controversvy—trade or aid. In a world threatened by 


communism, will the textbook maxims on tariffs work now? 


By A. G. Mezerik 


461 EIGHTH AVENUE — NEW YORK 1, N.Y. 
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with Zippo! 


Wan a business gift for men who 
have everything? We have it! A Zippo 
engraved with your company trade 
mark. Once a man gets a Zippo he'll 
carry it Constantly ... every minute 
of his day—for years. He’ll value it 
because a Zippo is the one lighter 
that can be depended upon to light 
anywhere, even in rain or high winds. 
Yes, this is the ideal remembrance— 
your name is always in the best light 
everywhere. Send in the coupon, see 


how you too can be there with Zippo. 


Ideal for sales incentives, length of 


service awards, sales promotion 


premiums, business anniversary gifts. 


Zippo Manufacturing Company 
Bradtord, Pa. 


models, 


Company 


Address 


Dept. SM 37 


Please send FREE brochure showing Zippo 


Birr? 


THE ONE-ZIP 
WINDPROOF LIGHTER 


FREE repair service—for life! 


In Canada: ZIPPO Mfg. Co., Canada Ltd., Niagara 
Falls, Ontario. Prices slightly higher in Canada. 
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New York 16, N. Y. Lexington 2-1760 
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Milweukee Journal 16 329,088 
Chicago Tribune 16,062,018 
Los Angeles Times 1599975342 
Miami Herold 14,891,345 
New York Times 14,317,492 
Washington Star 13,821,828 
Cleveland Plain Dealer 13,741,022 
Detroit News 13 427,619 
Philadelphia Inquirer 12404846 
Baltimore Sun (E & S) 12,257,776 
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New York News (See Note) 8,912,320 
Washington Star 8,543,702 
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Baltimore Sun (B & S) 6 988 079 
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Pharmacy - 
TODAY... 


2nd Award—History of Pharmacy 
Window Display, Multi-plane 


Designed by Russell Stone of Einson- 
Freeman and George A. Bender, art by 
Robert Thom... for Parke, DavisCompany. 
Exceptional institutional advertising, 3rd Award—Goodyear Sole 
which augmented the prestige of the Window Display, Multi-plane 
— I os display was Sa ER Designed by Phil Kaplan of Einson- 
received, and given unusually long showings. : 
5 y tons 8 Freeman, art by Charles Franc .. . for 
Goodyear Tire & Rubber Company. 
The oversize presentation employed 
a dramatic new construction for Neolite. 


Miss Rheingo 


Honorable Mention 

Honorable Mention— Breeze Mobile Rheingold Moving Book 
Display Material, Miscellaneous Displays, Light or Motion 
Designed by Stuart Leech of Einson- Photography by Paul Hesse, prepared 
Freeman, art by Bruce Steele .. .for by Foote, Cone & Belding ... for 
Lever Brothers Company. Liebmann Breweries, Inc. 

Suspended from the store ceiling, this The Moving Book was used to publicize 
unusual display focused attention on a candidates for Miss Rheingold, and reached 
brand and a premium offer. an enormous audience. 
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Ist Award—Jax Beer Panel 
Display Material, Miscellaneous 
Designed by Alexander Stauf of 
Einson-Freeman, photography by 


2nd Award—Bosco Wraparound 
Greb & Scherk, prepared by 


id Floor Merchandisers & Displays 

Fitzgerald Advertising Agency, Inc, : 
y a Jesigned by Charles A. Noel of 

... for Jackson Brewing Company. Desig ‘ er 

Einson-Freeman, prepared by 

Robert W. Orr & Associates, Inc. ... 

for the Bosco Company. 


The faithful reproduction of the 
seafood gave a strong appetite appeal to 
this display, suggested product quality, 

This amusing wraparound for a 
supermarket cart which carried local 
milk brands, gave Bosco a solo 
product display in supermarkets. 


4 AWARDS! 


Entries in the Lithographers National 
Association Third Competition were limited 


to twenty-five. Einson-Freeman displays wo 
( y play n andy upbeard 
7 


seven Awards and Honorable Mentions. if ? 
; Ad $c + Huse good thi es 
This Competition emphasizes quality Os c 


of reproduction. While Einson-Freeman is 
recognized for its original conceptions, novel 
light and motion applications, sales sense 
and merchandising strategy in display... these 
seven LNA Awards are convincing evidence 
that EF is also a fine lithographer. 

The First Award displays for Lovell & 
Covel, and Jax Beer are realistic presentations 
of food... typical of the superior reproduction 
in all EF displays. 

Good reproduction is always enhanced by 


a good idea—and you find both here! Bring Ist Award—Candy Cupboard 
. 2 i and) uU % 


your display problems to us, and get the 
’ rms | © Window Display, Flat Plane 


maximum value for your display expenditure. 
2 pm Designed by Eleanor LeMaire, 


We will be glad to show you our Aw: 
e will be glad t - Award photography by Albert Gommi... 


displays, and others. Phone, wire, or write... for the Lovell & Covel Company. 


o Realistic reproduction of these candy 

Er mson -Freeman Co. INC. ingredients made a display that was mouth- 
. . pe : . : watering as well as eye attractive. 

Specialists in effective display 

Starr & Borden Aves., Long Island City, New York 
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ENTERTAINING is Easy: Food, fashion and fun. 


write today 
for full details 


2 The Human Side 


COMING... The Host with the Most 


I ntertaining is as @asy as ABC, says the House of Seagram—or, 
as Seagram prefers it, entertaining is as easy as three F's: Food, fash 
ion and fun, say they, are all you need. 


In Sales Manage- 


u ed a rat servants to toss a successful g-ding. 
ment, August I5—A \ Rely Finest cen : ay wirbonce Poise in this, a pe troy 
. helps). ‘J - its the he three F’s, Seagram g he noted 
Mike Hughes report nn wedge = Ham ae Ellsworth to ‘ Be ete a 
. subject. Recently, New York, the House of Seagram threw its 
on the expanding use it saliee a i ead Ae Bowd aa: adhal aie rsa egg 
. comp: had also hired Carole S ‘Il, designer and_ table-setting 
 celor tn wows || sort eae et coe tek Sere as 
Ellsworth’s food ideas. ‘The theme was the title of the new booklet, 


peper advertising. “The Golden Touch of Hospitality.” And now, boys, if you want 


to be the pertect hosts, follow closely: 


Newspapers, adver- 


°° ° Vhere’s no magic in achieving a reputation as a first-rate host says 
tising agencies, and Miss Ellsworth. You merely have to come equipped with a modicum 


° ° of common sense, and you definitely have to do some beforehand plan 
vertiser - 

advertisers contrib ring. Start planning food four days ahead of the party, says she, and 
. decide what size and type party you want to have. This way you can 
ute to it. yor oe 

get to the market with enough time to change your food plans if 
something special presents itself—or if the something special you 
planned isn’t available. (You might have a bit of difficulty laying in a 


stock of breast of guinea hen for 75, for instance. ) 


Furthermore, adds Miss E., it is a far, far better thing to be ove 


SALES MANAGEMENT 


INDIANAPOLIS... First In The Nation! 


A record-breaking $6,942 average Income per household,* plus a fast- 


growing population of over 550,000, qualify Indianapolis as America’s 


richest BIG market. 


For winning sales performance, Indiana’s two largest dailies, The 


Star in the morning and The News in the evening, give you saturation 
coverage of this No. | market, supercharged with an effective bonus cover- 
age of the 44 surrounding counties. Stay ahead in the sales race. Get full 
market information. Write Paul Grimes, National Advertising Manager, 


Indianapolis Newspapers. Inc., Indianapolis, Indiana, or . . . 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


JULY 15, 1953 


America’s No. 1 Market* 
in Average Income 

Per Household Among 

Cities of Over 400,000 


*Consumer Income Supplement, 
1953 Standard Rate & Data 
Service. 


prepared than not to have enough. Men don't make this mistake as 
often as women because most men like to eat. And these days, you 
men will be glad to hear, you don’t have to serve a dinner of seven 
courses. If you have a specialty, you're all set. Anyone can buy ready 
prepared surroundings for a main course. 


Miss Ellsworth is a great believer in always having a couple of close 
friends standing by to pinch hit in case someone drops out. (Our feel 
ing is that they'd have to be close friends to withstand more than 
one request to fill in.) 


You'll be glad to know that to ply your guests with too much food 
or liquor is not only expensive—it's in bad taste as well. And while 
men like to plan buffet suppers rather than cope with place settings 
and the eternal question of where to put the soup spoon, it is only 
courtesy to arrange before the party for a place to put the plates. No 
woman—and especially no man—likes to stand around with a hot 
plate in his hand and discover there’s no place to sit down and eat. 


‘These are samples of the things you'll find in the Seagram-Flls 
worth collaboration. Quite aside from the fact that the booklet is 
beautiful and attractively illustrated, it'll take you over all the pitfalls 
of giving a party and even manage to convince you that it can be fun. 
Miss Ellsworth starts with charting your party, gives you typical 
menus for a variety of types of parties, tells you how to round up 
good canapes for cocktails, offers hints on mixing drinks—with accent 
on party drinks—and tells you how much liquor to buy. Of course, if 
vou're a really first-rate host, you'll want to take care of your non- 
drinking guests. And Miss Ellsworth provides ideas for pleasant 
things for them, too. 


‘The world’s easiest party, she maintains, is a “‘stop-in-for-a-cocktail” 
party—easy until you let it get so big you need a cop to help the traffic 
flow. So she tells you how to set up an efficient bar and offers a list of 
bar tools you'll need. To keep your guests from getting potted, she 
suggests that you serve them something to eat. (Saves on the liquor 
bill, too.) And she gives you recipes for the “something.” 


After you've read the pretty booklet you'll probably have learned 
that you, too, can be a successful host, and you'll probably think those 
Seagram people are smart. Which is just what they’re hoping. Inci 
dentally, the booklet is available from House of Seagram, P.O. Box 
253, Madison Square Station, New York 10, N.Y. 


Surface Scratch 


If you come home some evening and find your favorite little girl 
wearing 16 Band-Aids on strategic, visible and variously located 
parts of her anatomy, don’t be alarmed. She’s probably only been 
reading. 


For druggists all over the country are hauling in 25-cent pieces 
from Mamas whose little girls are demanding the latest Simon & 
Schuster Little Golden Book, Nurse Nancy. _ is being sold ove 
drug store counters as part of a unique tie-in between Simon & 
Schuster and Johnson & Johnson a sort a pltrsepaiwees Meine 
I'Il-scratch-yours deal: This Nurse Nancy, a companion book to 
Doctor Dan which has been avidly read by or to over 2,000,000 
small fry, comes equipped with an assortment of real plastic Band- 


Aids, 


Johnson & Johnson offered druggists a special counter merchan 
diser, six-dozen packages of Band-Aids plastic patches, plastic spots 
and junior-size plastic strips—enough to make any little girl look like 
a trafic accident. The story of. Nurse Nancy, incidentally, tells how 
Nan plays nurse for her brother and the many little boys of hei 

Gunes end Gamat of neighborhood, applying first aid to their wounds. The druggist gets 
station WHAS and Station WHAS TV a special merchandiser which contains 24 of the books together with 


DAILY « 301,686 SUNDAY ee : B 1 Nid ackage 
REPRESENTED NATIONALLY BY THE BRANHAM CO the assortment of Band-/lid packages. 
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Today’s 
“Do-it-Yourself” Business 
starts with 


; .. “| _- BSN’s Building Material 
‘4 Supermarkets 


One thing today’s consumer insists on is a 

“one-stop” source of all his needs. This he 

—— has in BSN’s more than 21,000 lumber and 

att at “Hanna s . | building material dealer readers, From these 

BIGGEST dealers in small towns and BIG- 

GER dealers in metropolitan centers, to- 

day’s “Do-It-Yourself” hobbyist buys his 

lumber and building materials, his hand 

and power tools, paint and wallpaper, hard- 

. ware and housewares, plywoods, lighting 

How" Boosts Handyman Sales: —— garden seeds and garden tools, 

fit, Too | awn mowers and lawn furniture. And in 

Benetit, addition to a “one-stop” source of practi- 

. — Dollars cally anything he needs for home making or 

a sect Those - it- . home remodelling, he finds experienced and 

Prote ene . sympathetic “know how” on the part of 

—— Traffic dealers who have to know what they are 

‘| Lighting Fixtures Draw Handyman talking about to hold the tremendous volume 

. they get from 100,000 contractors and build- 

ers whose needs they supply. A note to 

; BUILDING SUPPLY NEWS will bring you 

Plywood: The Mir mathel Maas the facts you need to get your share of this 
es multi-billion dollar business. 


BUILDING 


SUPPLY NEWS 


5 South Wabash Avenue, Chicago 3, Ill. 


——— 7 As BIg rutt 
vursel deling Service 


=go-t-10 
_So is His Remo 


md “Show ‘Em 
Contractors 


Average total paid circulation 


24,211. Average total 


distribution 27,05 @ rN 
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caine ait 
SALES MANAGEMENT 


NBC's coverage tops all other networks 


The television network which can deliver the most markets and, therefore, 
the widest coverage is most in demand by advertisers today. 
NBC is that network. Day and night, the average NBC program is carried by a 


larger number of stations, covering more television homes than any other network. 


NIGHTTIME NETWORK NETWORK - NETWORK #4 


AVERAGE NUMBER OF STATIONS 42 31 


COVERAGE U.S. TV HOMES 


DAYTIME NETWORK + NETWORK + NETWORK #4 
AVERAGE NUMBER OF STATIONS 43 * * 


COVERAGE U. S. TV HOMES * 


Compared to the No, 2 network, NBC’s average program reaches 12 more markets 
at night and 8 more markets during the day. It covers 11.1°% more of the total 


television market at night; 6.8°; more by day. 


Superiority of coverage is just one reason why NBC is America’s No. 1 network. 


Next week... further proof. 


NBC’s Audience Advantage is to Your Advantage... Use It. 


© © @® reevision 


a service of Radio Corporation of America 


sources: Nielsen Television Index, January-April, 1953, Averages 


* No comparable daytime network service 


NOTE: The accuracy of the above data has been ve rifie d by the A.C. Nielsen Company 
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TV'S OK, BUT... 


LOOK WHAT 
YOU GET 
WITH 


; ° . 4) Urbenized Areas (extent of each) ~~ 
. ete te Ploces of 25,000 
form distribution of pop P 
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Five television stations offer an audience within 
“WHO-land”. We say “an audience’ because 
WHO's 0.5 MV area is 244.4% larger than the 


five TV markets combined! 


more, WHO likes its advertisers, and our adver- 
tisers like us because of results. Now more than 


ever, WHO is Iowa's greatest advertising value! 


The /argest all-lowa TV market has 131,964 tele- 


vision homes (see Telestatus, Page 45 in Broad- . 
casting-Telecasting for June 22). The 1952 SAM 
Report credits WHO with 625,546 daytime 


families, 600,255 nighttime families — about half 


u 
of whom have two or more home radio sets! + A lowa PLUS * 
50,000-watt WHO is an _ old-established Iowa 


institution which for almost thirty years has 


Des Moines . . . 50,000 Watts 
Col. B. J..Palmer, President 
meant “good listening” to millions of people 


P. A. Loyet, Resident Manager 
“a good buy” to thousands of advertisers. What's 


Cr FREE & PETERS, INC. 
National Representatives 
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COMMENT 


Moses on Outdoor Advertising 


New York’s Robert Moses, who has done more than any one man 
to achieve some measurable progress in unsnarling the metropolitan 
irea’s tangled traffic situation, has just won the $25,000 prize 
ottered by General Motors for the best proposal on “How to Plan 


j 


ind Pay for the Safe and Adequate Highways We Need.” 


Boiled down, Mr. Moses’ proposal is this: We need a 10-year pro 
gram. Its probable cost: $50 billion. 


\lthough such a grand-scale capital investment is today only a 
gleam in Mr. Moses’ eye, one of the advertising industry’s policy 
and public relations problems is deeply involved in it, even in this 
early proposal stage. What Mr. Moses has to say, in his prize-win 

g paper, about outdoor advertising, pretty well sums up an issue 
which must somehow be resolved. 


\Ir. Moses speaking: 


\ny program of highway expansion and improvement, especial]; 
one involving new routes and rights of way, which does not face 
frankly and firmly the menace of indiscriminate billboard advertising 
will not have sustained public approval. Intelligent women in pai 
ticular have profound convictions on this subject. Honest publi: 
officials of long experience are increasingly fed up with glib assurance 
of cooperation from billboard companies and advertisers who have 
little regard for either safety or preservation of the landscape. 


Parkways are already more or less protected by wide rights ot 
wav, state laws, and local zoning ordinances and easements, but most 
laws governing new mixed trafhe arteries including toll roads have 
been rigged with weak sign and billboard provisions, or stripped of 
all such regulat ons. 


‘The billboard companies have shrewdly sought the aid of farmers 
and other adjacent owners who seize the opportunity to pick up a few 
fast dollars, and of unions engaged in putting up and painting signs 
to defeat regulatory bills and prevent effective administrative rulings. 


In terms of safety and public support, it is essential to curb the 
billboard interests from the very start. Road building at best brings 
with it some undesirable features. If every highway is to become 
just a gasoline gully, those who live and work nearby and those who 
drive for pleasure and with some respect tor scenery, are going to be 
tnore and more in favor of putting the new roads somewhere else 
or drastically limiting their construction.’ 


As an advertising man, or a user of outdoor media, you may o 
may not see eve to eye with Mr. Moses. But his status as a trathe 
expert gives him the right to speak his mind on anything and every 
thing that has a direct bearing on the achievement of some reasonable 
sol ition to our present totally unmanageable trath problem. 


The outdoor people have done much, in the past twenty 
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WRITERS THAT 
READERS FAVOR 


Drew Pearson 
Bugs Baer 

The Alsops 

Alice Hughes 
Robert Ruark 
Henry McLemore 
Hedda Hopper 
Walter Lippmann 
Ed Sullivan 

Victor Riesel 
Josephine Lowman 
Mary Haworth 
Bob Considine 
Red Smith 

Spadea on Fashion 
Myrtle Meyer Eldred 
Frank Kent 
Marquis Childs 
Dr. R. Van Dellan 


ROP Full Color Available 
Daily & Sunday 


BUFFALO 
COURIER 
EXPRESS 


Western New York's 
Only Morning and Sunday Newspeper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


Hii Mom and Dad — 
We had one gnand show to 


This Spring, at the specific request of the Armed Forces, a troupe of WSM 
Grand Ole Opry Stars flew to Korea to bring a bit of home to the boys in the 
fox-holes, half a world away. They went because of all the entertainment 
available in the nation, our soldiers preferred the Grand Ole Opry. 


This letter, written by one of the many thousands whose lives were lifted out 
of the fox-holes by the Grand Ole Opry for a little while, tells a compelling 
story of what a single program on a single station has come to mean to a whole 
people! 


Kimpo Air Base, Korea 


“Another day gone and another one ready to take its place. It soon gets so one day 
is like the other. (I just looked at the calendar and saw it’s Saturday, Friday where you 
are.) 


Today was sure different than any so far since I’ve been here. What accounted for it? 
Well, I'll tell you. We had one grand show today. Ernest Tubb and his Texas Trouba- 
dours, Hank Snow and Lew Childre, and other Grand Ole Opry stars really gave us a 
good show. Hank Snow opened the show, singing “I’m Movin’ On,” “Golden Rocket,” 
and other songs he made famous. Then the Troubadours took over for a while. Ernie 
Tubb gave his show, Lew Childre gave us laughs, songs and his imitation dance, then they 
all got together and cut up and acted a fool for a while. The whole show lasted almost 
two hours. I almost felt like crying when they had to stop. That’s how much I liked it. 
I guess it’s because we don’t have much to do for entertainment, and when we get some- 
thing good for a change, just don’t want to let it go. And too, it reminded me of Saturday 
nights at home. We sure did have us a time. Surprised me how many hillbillies there are 
here at Kimpo. We were in an open theatre, and I mean it was packed. 


I guess it seems funny to you, us going crazy over a simple show that you hear every 
Saturday, but over here it’s something special to us.” 


(Name on Request) 


No wonder WSM and WSM’s Grand Ole Opry has become the greatest single 
selling force in America. Tom Harrison, or any Petry Man, can fill in the de- 


tails for you. 


WSM Nashville . .. 650 


Clear Channel 50,000 Watts 
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eliminate sources of public dissatistaction with outdoor advertising. LOOK FOLKS! NO LEGS! 


But the magnitude of their future public relations problem is sure to 
ghty lot of 


dwarf all that has come before. It’s going to require a mi 
toresight, judgment and diplomacy. 


Training Really Takes Hold 


Another example of the growing interest in training in salesman 
ship as distinguished from training in product knowledge is the series 
ot courses being sponsored by National Association of Food Equip 
ment Manufacturers, Aug. 3-14, at Michigan State College. 


A course in salesmanship and one in sales management will mark 
“firsts” for the food equipment association, Another course in prod- 
uct knowledge will be continued. 


For several years, the National Association of Machine Tool 
Builders has been the moving spirit behind a summer course in sales 
manship training for machine tool sales engineers. 


We find these instances heartening. They reflect a new awareness 
on the part of business management and school management that 


training in the techniques of salesmanship is one thing and schooling This new TABLE MODEL All Purpose Port- 
in specific features of a product is another thing. Both are necessary able Easel folds about half the size of its 
training for the qualified salesman, But product information should big leggy brother and weighs only |! Ibs. 
Thus it is much easier to carry. All 
aluminum, of course, and designed for use 
as a Whiteboard with the large paper pads. 
But this new, ingenious easel is also ideal 
The kind of formal training in which business and colleges and for use with turn-over or cardboard charts. 


: 5° Truly a wonderful product. 
universities join also is an acknowledgment of the rising educational 


Ve > > ( : TP ‘ ate » 68 Jackson St 
level of the nation. More high school and college graduates are now ORAVISUAL C0. IN > Seed eae 


active in business at all levels than ever before. It is not only prope: Write for descriptive circular 


not, as it often is, be confused with training in salesmanship tech 
niques. 


but necessary—that sales department training be based on the 
requirement of better trained men to call upon better trained pros 


pects. 


Oe eee 


We are glad to note, too, that training is not for the backward, 
but for the brightest of the bright. On every hand we see evidence 


that middle management and senior executives not only expect, but ae \ 


seek, additional training. For example: a 


Look |= 
and Marketing will be staged at Rutgers University, New Bruns 


wick, N.J., August 10-29, 


National Sales Executives’ Graduate School of Sales Management 


The NSE-sponsored school is intended for men at least 30 vears 
of age with two or more years of sales supervisory experience, who 


are moving into h oher sales management positions, At least one 
enrollee is president of his company. 


For the student there will be practical, as well as theoretical 


trp ______________ 


values. Each student may submit in advance for discussion and solu 
tion during a class meeting or in a personal conference a current sales 
problem confronting his firm. 


Many senior executives have enrolled in the three month advance h Ebony belongs In 


management course at Harvard. Seminars are being conducted for 


small groups by the American Management Asso iation. the picture of complete 


Member clubs of National Sales Executives staged, last year, 120 national magazine 


sales rallies and clinics, compared with only 10 in 1947, These pro 
vide training for both salesmen and sales executives. As the idea of 
d ° “ oe Sen 9 coverage! 
this kind of training grows in popularity, there is a demand for 
limited-attendance classes on a single phase at a time of selling. *your agency has the facts 
Johnson Publishing Co., Inc. 
We have called the roll on only a small number of the current 1820 South Michigan Avenue, Chicago, Ill. 


sales and management training courses. We submit that business New York Office: 55 West 42nd Street 
ought to be proud of its deep interest in training. Los Angeles Office: 1127 Wilshire> Blvd. 
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what is good 
catalog coverage 
in your markets ? 


Are you sure your catalog 
isn’t missing many 
very worthwhile prospects? 


Is it wasted on many 


who aren’‘t worth covering? 


How do you rate prospect companies? 
(a) by what they make. 

(b) by number of employees. 

(¢) by power produced or consumed. 
(d) by capitalization. 


It takes a tremendous amount of research, double- 
checking, and field interviews to make sure that the com- 
panies are worthwhile, to uncover the right people in the 
right offices . . . and to keep this information up to date. Few 
marketers would care to foot the total bill for doing this as 
thoroughly as Sweet's does it. (Over a quarter of a million 
dollars annually.) 


‘That's why 1,480 industrial marketers came to Sweet’s last 
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Maint. Dept. 
er Eng. Dept. | 
Mf Purch. Dept. 


Are you able to determine which of Can you find out exactly which people 
the offices in these companies have the in the right offices in the right 
greatest functional interest in each of companies have the most need for 
your products? your catalog? 


year for help on the improvement of their catalog coverage 
pattern in five markets: Product Engineering, Plant Engi- 
neering, General Construction, Industrial Construction, 
Light Construction. 


The Sweet's man in your locality will be glad to show you 
how other industrial marketers use Sweet's facilities to be 
sure they get complete catalog coverage of the companies. 


the offices and the men who count. 


FREE: Pocket-size booklet, ‘How to Improve Marketing Efficiency through 
Improved Catalog Procedure.’’ Write Dept. 29, Sweet's Catalog Service, 
119 West 40th Street, New York 18, New York. 


designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F.W. DODGE CORPORATION e@ 119 WEST 40TH STREET © NEW YORK 18, N.Y. 


Boston * Buffalo * Chicago * Cincinnati * Cleveland © Detroit « Los Angeles © Philadelphia © Pittsburgh © St Louis * San Francisco 
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Tony Bronzo, Jon Beck 


WE ARE SENDING THESE 


THREE YOUNG MEN TO COLLEGE 


{ was a nice warm day in early spring. 


March 16, 1953 to be exact. In the 
beautiful Rackham Memorial Audito- 
rium in Ann Arbor, Mich 
students from the campus were waiung 
to hear a debate 


, a thousand 


Five young men and one young 
woman from Michigan High Schools 
were poised to debate the question: 
“Resolved that the Aciantic Pact Na- 
tions Should Form a Federal Union.” 
The prize the annual Detroit Free 
Press $2500 scholarship awards 

After an hour of brilliant forensic 
display, to Jon Beck of Lansing, Mich., 
went the first prize of $1200; to Tony 
Bronzo of Flint, Mich., $800, and to 
Nick Babladelis of Manistique, Mich., 
the third prize of $500. Jon and Tony 
will go to the University of Michigan, 
and Nick to Michigan State with the 
funds provided by these scholarships. 


This debate is part of an annual 
program of co-operation and sponsor- 
ship by The Detroit Free Press with the 
students, teachers and debate coaches 
of some three hundred Michigan high 
schools . . . a program that has been 
carried on continuously since 1923. This 
debate program is now the largest of its 
kind in America. 

On March 24, 1953, the Michigan 
Legislature passed a resolution thanking 
The Detroit Free Press and its pub- 
lisher, John S. Knight, for their un- 
selfish devotion to the promotion of 
speech activities among the young peo- 
ple of the state. To quote: 


‘It is the sense of Legislature of the State of 
Michigan that the art of debating 1s one 
of the most worthwhile school activities and 
one which should be encouraged, for it 
exemplifies the spirited exchange of ideas, 


the rational judging of varying points of 
view, and the resolution of conflicting 
interests by mind rather than by force and 
violence, all of which is the essence of this 
great democracy which is the United States 
of America.” 

It is an enormous responsibility to 
publish a newspaper like the Detroit 
Free Press. Primarily its function is to 
print news ably, accurately, attractively. 
But we believe another and equally im- 
portant function is tO serve Our COm- 
munity and state to the best of our 
ability. By entering into a project like 
this debating program we believe we are 
rendering a worthy public service in 
encouraging Our young people to be- 
come better and abler citizens . . . the 
young people who are tomorrow's 
makers of America tomorrow's 
customers for our merchants and our 
manufacturers. 


The Detroit Free Press 


“AMERICA’S MOST INTERESTING NEWSPAPER” 
John S$. Knight, Publisher 
STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
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TRENDS 


As seen by the Editor of Sales Management for the fortnight ending July 15, 1953 


BUSINESS IS GOOD, BUT— 


Business is good, but harder to get, savs Prentice-Hall 
in a recent bulletin. ‘The ‘hard sell” is here for almost 
evervbody. : 


All through the first half of the vear we have retrained 
from running with the pack in predictions about the sure 
fire recession in the second half of the year. We've men 
tioned several times that it just didn’t seem to be in the 
cards because big government spendings would continue 
—there was no sign of serious unemployment, savings 
were up, and, perhaps most important of all, because 
recessions come usually when least expected, and not 
when everybody is predicting them. 


Now we sense a slight change in the tune being plaved 
by the professional prognosticators. They say that no 
matter what happens in the last half of the year business 
as a whole will average better than 5¢€7 higher in 1953 
than in 1952—and that the major test seems to be build 
ing up for 1954. 


The chief area of possible weakness continues to shape 
up in the consumer hard goods field—and if it does come 
it will be reflected quickly in reduced demand tor such 
key industrial products as steel, copper, aluminum and 
other metals. 


But it is by no means certain that a drop will come 


which will seriously affect consumer hard goods. Yes 
automobile production will go down—as it always goes 
down in the second half as compared with the first half. 
Some lazy dealers who haven't learned how to sell will 
pass out of the picture, but as a friend points out, “It is 
Sales that count, not dealers’ tough selling problems.” 
His point is that profits and losses in retailing cars are 
headaches for dealers (in some sections and with certain 
makes) but if, regardless of tactics used, cars sel/, then 
production, employment, payrolls continue to pour out 
purchasing power. 


He quotes a friend who has been a major automobile 
retailer for over a quarter of a century who tells him that 
when the manufacturers ship him cars, “then, we have 
to sell ’em, that’s all. And I’m glad to say that, because 
we're working harder, we’re moving both new and used 
cars, without too much difficulty, But the delusion of 
the war years—that we can make a couple of hundred 
bucks profit in used car deals—has gone the way of all 
delusions.” 


It is true that the average used car price is more than 
$220 below a year ago and that, as used car prices drop, 
dealers have the choice of cutting trade-in allowances at 
the expense of new car sales or shrinking their profit mat 
gins. Many of them have accumulated enough fat from 
recent easy years to be able to afford losses on used car 


deals. 


DEMAND DEPOSITS 


OF INDIVIDUALS 


IN THE U. S. 


DEC. . JANUARY 
194) 1945 1953 


SOURCE: FEDERAL RESERVE BOARD 


CRAPHIC BY PICK-S. WY. om 


MONEY IN THE BANK is reflected above—and money 
rolling in at an unprecedented rate is mirrored by the chart 
at the right. Given such a combination of factors to work 


with—along with so many other favorable ones—any drop in 


JULY 05, 1963 


PERSONAL INCOME — 


IN THE U.S. 


IN BILLIONS 
OF DOLLARS 


191.0 


ADJUSTED 
ANNUAL 


bz 
1947 ‘48 ‘49 ‘50 ‘S] ‘52 ". ~ APRIL 


SOURCE: U.S. DEPARTMENT OF COMMERCE 
GRAPHIC BY PICK.S. WM. ¥ cul 


sales volume this summer and fall will be an unhappy re 
flection on American sales ingenuity. Business can be good— 
but the “hard sell" is here for almost everybody. Gone are 
the days of order-taking and allocations. 
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PLYWOOD PEOPLE ACT FAST 


Usually there's quite a lapse of time between the rec eipt 
of news that a certain industry is in the doldrums and 
subsequent news that something has been done about the 
situation, but this wasn’t the case in connection with fir 
plywood. A June 25th story in The Wall Street Journal 
said that the huge output of Douglas Fir Mills was out 
running new orders, that prices were falling because there 
was too much lumber on the market. 


Four days later—June 29th—came news that the 
Douglas Fir Plywood Association, with headquarters in 
Tacoma, Wash., was starting the biggest newspaper 
advertising program ever run for building material, with 
1,626 daily newspapers carrying a seven-week campaign 
this summer selling fir plywood for easy midsummer home 
building projects. 


During the past decade or more only in the automo 
tive and cigarette fields have so many newspapers been 
used tor a single campaign. This new drive is timed to 
ride the crest of the big “do-it-yourself” trend, and the 
advertisements will carry information on how to use fi 
plywood for the home, furniture, garden storage units, 
fences, remodeling ideas, shop projects, etc. Typical head 
line copy: “The Weather’s Right; The Price is Right. 
Do Your Home Improvement Projects Now. See You 


Local Lumber Dealer; He Has New Plans For You.” 


TRADE, NOT AID 


The United States is having trouble right now with 
ifs biggest customer, our triendly neighbor to the north, 
because of our “too-tight”’ trade policies. Canadian ofh- 
cials have made it plain that they expect us to take the 


lead on lowering trade barriers at the September trade 


22 


meeting. Canada wants to ship more food and more 
manufactured goods into this country. President Eisen- 
hower says yes, but so far he hasn’t won over the protec- 
tionists in Congress. 


Many of us who are not directly either importers o1 
exporters refuse to get very bothered about international 
trade although, if we give the subject a moment’s thought, 
we can see how we are affected many times every day. 
For a concise and punchful analysis of the subject, see 
page 56 this issue for A. G. Mezerik’s “Your Stake in 
the Battle of Chief Joseph Dam.” 


<& 
—— 


RELATED-PRODUCT ADVERTISING 


Kraft and Campbell aren’t the only ones to merge their 
sales and advertising talents this summer for their mutual 
good. A new approach to associated products advertising 
breaks this month as Seven-Up, Canada Dry and Dole 
Pineapple Juice team up with Southern Comfort to 
launch a summer drink promotion built around three 
“Old South Coolers.” See page 91 for detailed story. 


The smart merchandisers at Southern Comfort (47 
ahead of last year for the first six months, as against a 
6° increase for the entire liquor industry) have con- 
cocted the “Southern Tonic,” a combination of Southern 
Comfort and Canada Dry’s Quinac; the “Confederate 
Cooler” made with their beverage and Seven-Up; and a 
“Honolulu Cooler” in which the team-mate is Dole’s 
Pineapple Juice. 


The National Cranberry Association is busy with a 
campaign pushing chicken and cranberry sauce, and in 
a booklet and in their advertising they show wisdom and 
restraint to the extent of devoting 909% of the space to 
the chicken and only 10% to the sauce. Incidentally, if 
you have a hankering for outdoor cooking—either family 
size or for a large crowd—ask them for their booklet, 
“How to Put on a Chicken-Cranberry Barbecue.” You'll 
get some good ideas on both equipment and recipes. The 
Association’s address is Hanson, Mass. 


SUNDAY WORK—AND GENEROSITY 


Apparently it pays to work on Sunday and appa 
ently it pays to give without any direct thought of re 
ward, At least that’s the conclusion of a salesman for 
the San Jose distributor of Gray Audographs, who read 
in his Sunday morning paper of a $350,000 fire in the 
headquarters of a local building contractor, and who 
then did some fast detective work in finding the name of 
the secretary to the president and offering the loan ot 
(jray Audographs in the company’s temporary offices fo: 
as long as they might be needed. 


Four machines were in operation at the temporary 
ofices early on Monday. The sequel: Two weeks late: 
the salesman walked away from the offices with an orde1 
tor 19 machines. Competitors were told that Audographs 
were purchased because the owners liked such smart sales- 
manship. 


PHILIP SALISBURY 
Editor 
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1,310,000 


IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 
REGISTER 


980,000 Read no other Sunday newspaper... 


...as reported by the Advertising Research Foundation in its first 
statewide audience study of 14 Sunday newspapers circulating in 


lowa. 


For complete facts on where these people live, what they earn, 
what thy own, see “A Study of The Des Moines Sunday 
Register Audience in Iowa.” For details on how to get your 
copy, write Advertising Research Foundation, Inc., 11 West 
42nd St., New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an "A" schedule Newspaper in an ‘'A-1"' market 
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TWO MEN, one idea. K. Cyrus Melikiar and Lloyd K. Rudd set up shop... . 


Slot Machine Coffee: Now It's 
An $8,000,000 Business 


Youthful Rudd-Melikian, Inc., with smart selling and sound 
promotion, is fast converting industry to the idea that 


“coffee breaks'’ are good for morale, good for production. 


locusts. Gone to get a cup of coffee. 


‘The 
established ritual in tactories and of 
the 


Suddenly the 
millions of desks 
‘I heir On 

cupants and attendants are gone, with 


It's mid-morning. 
clatter 
and machines are deserted. 


dies down, “cottee break” is now a well- 


fices just about everywhere in 


oe mh a 


the single-mindedness of a swarm of 


HOT 
COFFEE 


TO SELL automatic coffee service. 


is the 
an S8- ° 


This “coffee break” 
foundation for what is today 


same 


million-a-year business. Seven years 
ago the company didn’t exist. Rudd- 
Melikian, Inc., Philadelphia, was a 
in the sale of hot-coftee dis- 
pensing equipment. It also produces 
and sells Kwik-Kafé coffee. Of the 
16,270 cottee dispensers known to 
be in operation in 1952, R-ML sold 
and serviced 75° of them. 
Currently the company is produc 


proneel 


GROUP MANAGEMENT enables the company to move fast, to achieve excellent inter-departmental co-ordination. 
Production meetings (Sales participating) (left) are held daily, sales meetings (right) only somewhat less frequently. 
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ing +00 dispensing units a month. 
There are six models in the line, two 
of which dispense both coffee and 
soft drinks. The 
that volume 
units for calendar 

national 

ompanies make it a 


owners estimate 
will reach 5,000 
1953—a 3-million- 
some 


sales 
ups-a-day average. 
free service to 
loves. Orthers, depending on size 
onditions under which the equip- 
ment 


charge the user either 


Is used, 
five or ten cents per cup. 


What's 


growth ? 


behind this healthy 


Say Llovd K. Rudd and 
Melikian, co-founders of 
“A completely pack- 


in every conceivable 


‘Service,’ 
K. Cyrus 
the company. 
aged SSrVice «é « 
location . any hour of the day or 
night . which is rendered through 
a network of high-caliber franchised 
distributors solidly supported 
advertising and promotion. 

“We know,” 


a service is needed. 


with 
they say, “that such 
Independent sur 
veys have confirmed the effectiveness 
cottee 
morale builder, a safety element, and 


of automat service as a 
a production efficiency factor.” 

In the home office behind the dis 
tributor network is a young manage 
that, in the 
routine, 

They 

, ‘ 


ve Tast decisions 


ment everyday 


working 


tean 

actually functions 

At hieve CO ordina 

because 

hnagement meeting every 
vear. 

wn on the policies, 


ideas this team has devel 


plans ani 
create the business that has 
better-than-a 
founded: 


Management meet 


oped to 
grown at the rate of 
million a-\Cal 


First about the 


since it Was 
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graphic picture of all 
operations and to 
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improve manage 
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SERVICE MEN are customer-relations men 


ment, sales and advertising  tech- 
niques, daily meetings are held, at 
which either Rudd or Melikian and 
W. J. Manning, general sales man- 
ager, or his assistant, Bruce F. Miley, 
discuss company problems with all 
other department heads. 

Por these meetings the Boardmas 
control board 
Systems, 


ter graphic visual 
(manufactured by Graphic 


New York City) is used. 


“We do not follow hunches,” 
Sales Manager Manning. “Our de- 
all based on facts which 
must be correctly interpreted by ev 
eryone in out The 
Boardmaster makes it possible for us 
to visualize the facts as they really 
are and we can then take the proper 
steps to follow through. Its oper 
ation is simple. By typing on inter- 
changeable cards and anchoring them 
on the board in horizontal or vertical 
have a visual control 
over hundreds of facts which must 
overlooked by management. 
spotlight operation by 

what, where, why, when, how 
and who. We know how 
in oun plant stands every day, and 
which jobs need special attention. 

“We present facts in relation to 
time, making it possible tor us to 
control production and inventory, to 
plot sales, to indicate progress and 
company growth from day to day.” 


Savs 
cisions are 


organization. 


columns we 


not be 
We 


color 


every 


every job 


For example, Manning explains, at 
a recent meeting the first subject dis 
cussed was “parts,” either in critical 
The information 
was supplied at a glance at the Board 
master, 


or short supply. 


giving totals, items received, 
anticipated dates, and 
changes in the production schedule. 
\ppropriate changes were made daily, 


relative to back orders from suppliers, 


receiving 


hand-picked, highly trained. They keep 


machines sparkling clean, continuously check mechanism to insure a satisfactory product. 
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equipment on hand and received, ete, 

Spare parts was another subject 
which was discussed: Do we have 
them in stock? How will shipping 
them affect production? Giving pri 
ority to customers’ requests, shipping 
instructions were issued and appro 
priate adjustments were made on the 
Boardmaster. 

A third subject had 
the production schedule for R-M's 
new counter hot-coffee dispenser. All 
parts had been received. The sales 
department was asked for the sales 
quota, both orders on hand and the 
anticipated sales volume. The daily 
production schedule was then deter 
mined. The production department 
discussed the various parts and ap 
propriate entries of the new item and 
all its component parts were made on 
the Boardmaster. 

General Sales Manager Manning 
with top management at all 

His direct 
maintenance 


to do with 


sits in 
policy-making meetings. 
responsibilities include 
of sales volume, selection of and 
jurisdiction ovel all sales personnel, 
establishment and maintenance of dis 
tribution patterns, operation of new 
distributor 
tomer relations. 

In addition, he 
operation with 
sales promotion manager, James C 
Wickersham, to bring about a con 
correlation between Adver 
tising and Sales. 

Both Rudd and Melikian are sales 
and advertising-minded and have un 
limited faith in Manning’s judgment. 
integral part. of 
every decision involving design, pro 
new distributor ap 
pointments, advertising, sales promo 
tion and public 


sales programs and cus 
works in close co 
the advertising and 


tinuous 


His views are an 


duction, price, 


relations. He also 
as vice-president in charge of 
sales for Kwik-Kafé Coffee Processors 
of America, Inc., for which R-M_ is 
the exclusive agent. 


SsecTvVes 


The market: It's largely in indus 
trial plants, where R-M service is a 
part of an in-plant feeding service. 
Sample customers: E. I. du Pont de 
Nemours & Co., Fisher Body Divi 
sion of General Motors Corp., Ray 
bestos-Manhattan, Inc., Chase Air- 


craft Co., Inc., Firestone Tire & 
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Rubber Co., Curtis Publishing Co., 
sell & Howell Co., General Chemi- 
al Division of Allied Chemical & 
Dye Corp. Kwik-Kateée dispensers 
are also used in all the newest Penn- 
sylvania Railroad club and. dining 
Cars. 

With the largest 
sales concentrated in this market, this 
means the R-M sales problem is simi 
lar to that of thousands of other firms 
that sell goods and services to the 
industrial market. R-M management 
must do a basically educational job, 
must often sell whole groups of peo- 
ple who influence buying decisions, 
must prove profitability of invest 
ment. 


volume of. its 


The franchised distributor setup: 
R-M_ distributes its equipment and 
Kwik-Katé coffee on an exclusive 
franchise basis. 

‘To divorce itself completely from 
some ill will built up vears ago by 
inscrupulous operations in the vend- 
ing industry, R-M_ is careful to thor 
oughly screen all distributor recruits 
before turning over territories to 
them. 

People from every conceivable walk 
of life have been attracted to the 
iitomatic merchandising field — by 
R-\I. A Government test pilot, in 
surance broker, wholesale — textile 
automobile dealer, school 
teacher, building contractor, 
dealer, 


head, 
liquor 
manufacturer, food 
locker operator, motion picture pho 


candy 


tographer, and soldier of tortune rep 
resent a tew of the businesses and 
backgrounds from which R-M_ has 
drawn its distributors. 

The company now has approxi 
mately 250 franchised distributors, 
ind new distributors are being ap 
pointed at the rate of eight a month. 

lo recruit them, full-page adver 
tisements are scheduled in’ major 
newspapers throughout the country, 
and in such national business maga 
zines as Business Week and Forbes. 

The executive committee of R-M 

chairman of the board, president, 
vice-president in charge of sales, vice 
president in charge ot production, 
treasurer and secretary 
applicants. This 
twice a month 


appraises the 
committee meets 

Prey ous business associations, sales 
background, promotional ability, man- 
agement ability, financial responsibil- 
ity and personal references are the 
important requirements which = are 
closely examined before a new fran 
chise is approved. An applicant must 
also give ample proot ot his standing 
in his community. He must not only 
be interested in civic affairs; he must 
participate in them. 
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Principal points covered in_ the 
franchise are summarized in the box 
on page 27. 

Distributors are appointed for spe- 
cific areas, in which they are granted 
the exclusive right to the sale and 
distribution of all R-M equipment. A 
franchised distributor is required to 
achieve a pre-determined sales quota 
for his respective territory, which is 


determined on the basis of data on 
industrial potentials in SALes MAN- 
AGEMENT'S Survey of Buying Power. 
A contract is signed, in which he 
agrees to purchase a specific number 


of machines—according to his quota 
to be shipped to him on a schedule 
basis. 

If a distributor is interested in a 
large territory and has sufficient capi- 
tal to produce the required sales vol- 
ume, R-M_ will franchise him on a 
basis that will allow him to appoint 
dealers and subdealers within his ter- 
ritory. 

There are attractive profit possi- 
bilities for the distributor who sells 
and services R-M > equipment. His 
10 machines, for 
example, is well over $6,000. 


net a year trom 


Sales training: Because of the close 
integration of Sales with Advertis- 
ing, James C. Wickersham, adver- 
tising and sales promotion manager, 
is in charge of all sales training, un- 
der the direction of Manning. 

Philadelphia and surrounding trad- 
ing area is the only territory in the 
U. S. in which the R-M home office 
maintains a direct retail sales effort. 
This territory is used as a training 
ground for R-M salesmen. It is also 
a proving advertising 
techniques and sales promotional tools 


ground tor 


tor salesmen. 

Each new salesman is required to 
complete an eight-week — training 
course, 

The first week he becomes ac- 
quainted with R-M _ personnel and 
studies R-M equipment. “The week 
is divided between the accounting, 
engineering, production and sales de- 
partments, and one day is spent with 
the franchised distributor, Kwik- 
Kafé of Philadelphia, going with him 
on service calls. 

The second week is given over to 
basic sales training. The recruit 
studies R-M sales policies, presenta- 
tion methods, sales promotional ap- 
proaches and advertising procedures. 

The third week the new man is 
put through intensified training in 
presentation methods. For this train- 
ing visual aids and sound slidefilms 
are employed. 

The fourth week he has supervised 
training in the field. 


Then for three or four weeks the 
new salesman operates independently 
under the surveillance of Wicker- 
sham, to rate his ability as a territory 
sales manager. 

The final week is given over to a 
recap of the complete training course 
and to an analysis of the activities 
of franchised distributors. 

If the recruit has satisfactorily 
passed all tests, he is assigned a terri- 
tory. ‘Territory boundaries are de- 
termined by industrial strength and 
the number of metropolitan areas 
with a big enough potential to sup 
port a franchised distributor. 

Each salesman is wholly responsi- 
ble for the sales of all R-M_ products 
through franchised distributors in his 
territory. ‘The operation of the dis- 
tributor’s business is, to a great de- 
gree, dependent on the aid he receives 
from the R-M salesman. 

A salesman’s duties include selec- 
tion of distributor 
initiating and conducting distributor 
sales training programs, aiding in the 
administration of R-M’s cooperative 
advertising program. 

He has full authority in the dis 
tribution of equipment allotments 
within his territory, and conducts a 
preliminary screening before he sends 
his recommendations to the home of 


sales personnel, 


fice for approval. 
R-M_ salesmen are compensated on 
a salary-plus-bonus-over-quota basis. 


Distributor salesmen: They are put 
through a training course similar to 
that taken by R-M salesmen. There 
is a one-week engineering and_ sales 
course taken in the Philadelphia ter- 
ritory, with emphasis on sales presen 
tation. In this course R-M elimi 
nates any portion of the over-all train- 
ing program that will be covered 
later on for distributor salesmen by 
R-M territory sales managers. After 
returning to their home territories, 
distributor salesmen complete their 
training under the supervision of the 
R-M_ territory sales manager. 

R-M_ has recently completed the 
first section of a comprehensive sales 
manual which describes a_ typical 
sales presentation for the company’s 
new Coffee Cub. Other sections, to 
follow 45 days apart, will include 
statistical information, objections to 
the “coffee break” and the correct 
answers, typical application stories, 
etc. There will be eight sections 
in all. 


Incentives: ‘Io stimulate distribu- 
tor salesmen, contests are continuous 
throughout the year. The current 
contest, “The Big Objection Con 
test.” has to do with prospects’ ob- 
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jections to the in-plant coffee break. 
Merchandise prizes are offered for 
the best answers to such questions as: 
How do you answer prospects’ ob- 
jections? How do you react when 
vou know you have vour custome) 
close to signing and are suddenly hit 
with routine objections ? 
“Such contests,” Sales 
\MIanning points out, “give us valu- 
ible ammunition to pass on to dis 
tributors throughout our network. 
The way the distributor salesman 
hurdles these obstacles spells out the 
lifference between success and failure 
n closing a sale. Our contests help 
to make the salesman’s job easier 


Manage 


to do.” 

To give distributor salesmen fac- 
tual inforrnation with which to an- 
swer objections to the coffee break, 
R-M _ often cites findings of compre- 
hensive surveys conducted by inde 
pendent organizations, verifying the 
acceptance of on-the-job coffee service 
by management, emplove and union 
groups. Here are but two of the 
studies R-M_ makes use of: 

The Modern Industry 
survey, during which 201 industrial 
plants were polled to determine the 
value of supplementary feeding. Find 
ings revealed that 62% of the execu- 
tives questioned said relief-period re 
freshment, such as coffee or Coca- 
Cola, improve worker and manage- 
ment relations; 39% said it directly 
lessens fatigue. 


magazine 


Answering with Facts 


Fact Finders Associates, Inc., sur- 
vey of 1,160 companies, large, small 
and medium, located in 45 states, in 
which personnel and industrial rela- 
tions men were asked to evaluate the 
real worth of established “coffee 
breaks” within their various compa 
nies. “The survey disclosed that their 
“time-out” sessions have been raised 
These manage 
“coffee 
breaks” as a production tool because: 
$2 note reduction in worker fa 
tigue; 75% 


to new importance. 


ment officials now regard 


note improved employe 
morale; 62% note increased worke1 
productivity; 32% note reduced acci 
dent rate; 21% note reduced emplove 
turnover; 160 note reduced scrap; 
15°] note reduced waste; 127 note 
reduced absenteeism. 
“Such survevs as these can be used 
to a definite advantage by our dis 
tributor salesmen,” says Manning, 
“to sell the ‘coffee breaks.’ “Thou- 
sands of potential users of our ser 
ice are waiting to put coffee to work 
as an efficient production tool. Our 
salesmen, for instance, can point out 
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R-M's Franchise Agreement 
The distributor agrees to: 


1. Operate or resell, subject to restrictions outlined by R-M, the machines 
purchased under the quota agreement, or any other machines he may acquire. 


2. Resell machines at prices not to exceed those recommended by R-M.; obtain 
approval from R-M before reselling, and operate specified models himself. 


3. Install, maintain and render service for all machines sold by him, and to keep 
in stock an adequate supply of spare parts and commodities to meet needs of 


purchasers; make service available at reasonable cost. 


4. Cooperate in any sales promotional program R-M may initiate for the bene- 
fit of distributors, provided the programs are voluntarily acceptable to a majority 


of the distributors, dealers and operators. 


5. Accept his appointment as distributor of Kwik-Kafé coffee, manufactured 
by Kwik-Kafé Coffee Processors of America, !nc., and for which R-M is the 
exclusive agent; sell Kwik-Kafé coffee for use in R-M's dispensing machines only. 


R-M agrees to: 


1. Back up the distributor with national advertising, sales tools, sales promotion, 


sales training programs, field engineering and services. 


2. Replace, free of charge, all faulty parts for a period of 90 days from date 

of delivery, provided, on all machines sold by the distributor, the warranty 
period starts with date of sales. and provided written notice of the sale is re- 
ceived by R-M within 10 days of the date of sale. In no case, however, will the 
warranty extend beyond a total of 150 days after delivery. 


3. Grant +he distributcr the non-exclusive, royalty-free, privilege of using the 
registered trademark, "Kwik-Kafé" (It designates the type of blend of liquid 
coffee concentrate manufactured by Kwik-Kafé Coffee Processors of America, 
Inc.) as long as he fulfills his obligations and does not permit misrepresentations. 


the time and money saved by serving 
coffee immediately before or during 
the early part of the accident-prone 
periods—help our prospects plan a 
profitable ‘coffee break.’ ” 

Bulletins are sent to distributors 
each time a survey has been con- 
ducted. Included in the distributor 
sales manual is an appendix of the 
various pieces of literature available 
for use at strategic points in an inter 
view with a prospect, a suggested 
visual presentation, with photographs 
and successful case histories and ane 
dotes which demonstrate basic sales 
points in using the findings of sur 


veyvs, 


The sales technique: In selling the 
prospective industrial o1 
executive, the R-M distributor sales 
man refers to his product as an em 
ployes’ service. 

For example, in selling the com 
pany’s newest hot-coffee dispenser, 
Coffee Cub, he asks the prospect how 


business 


many people are employed in_ his 
plant; how they are getting their 
coffee; whether he considers he has a 
coffee problem in his plant. 

The salesman then proceeds to ex 
plain how making coffee available to 
employes around the clock is bene 
ficial to both management and em 
ploves, how surveys have proved the 
benefits in morale, health and in les 
sening accidents. 

He describes the Coffee Cub 
produces literature on survey findings 

explains how Kwik-Kafé coffee 
is processed . . . how easy it is to 
maintain the machine. 

Demonstration is one of the most 
important phases of the salesman’s 
presentation ‘To give the prospect a 
first-hand picture of how R-M serv- 
ice works, each salesman has a ma 
chine mounted on the rear of his car. 
He offers the prospect a cup of coffee 
and asks him how he would like it 


(Continued on page 114) 
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CLEVELAND DISTRIBUTORS have never scen anything like it. 


G-E Adds Up on “Operation Choo-Choo” 


DISTRIBUTION MANAGER WARREN blueprints 1953 sales plans in meetings 
held in the G-E Appliance Train. Cars were equipped with movie projectors. 


ast 
+} 


$F 
J. 
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SOMETHING NEW: Sales Manager Oliphant demon- 


strates new stove feature: an automatic deep-fat fryer. 


Based on an interview with J. F. McBRIDE * Manager of Marketing, 
Major Appliance Division, General Electric Co. 


More than six months after the 
Major Appliance Division ot the 
General Electric Co., Louisville, Ky., 
completed’ the runs of its two appli 
ance trains, “Exhibit Halls on 
Wheels,” the impact on sales is still 
being felt. 

The has appraised the 
value of the idea and found it excel 
lent. 

Unique in conception and planning, 
this is the first time any manufacture 


company 
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of appliances ever ventured to strike 
so hard and so swiftly to 
line, and its sales story for the 
to its distributors and its dis 
tributor salesmen. 


carry its 
new 
year, 


To do this job three baggage cars 
housing the exhibits, and one Pullman 
car tor the comfort and convenience 
ot employes, were set up. The trains 
identical. They took to the 
road the same day, one from Chicago, 
the other from Cleveland. The Chi- 


were 


cago train covered major cities in the 
West; the Cleveland train, similar 
cities in the East and South. One- 
day stops were made in each of six- 
teen cities. 

“This novel method of introducing 
our 1953 line to distributors and key- 
and their repre- 
sentatives, was the most successful the 
Division has ever used,” says J. F. 
McBride, manager of marketing. 
“Problems normally encountered in 


account executives, 
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arratiging meeting facilities were min 
imized and the use of the trains per- 
mitted the showing of the new appli- 
ances in twice the number of cities 
as in previous years in the same length 
uf time. 

“The trains aroused much interest 
wherever they appeared and we got 
an added value because local news- 
paper and business paper editors and 
writers visited the trains and wrote 
articles about both the trains and the 
new developments in our appliances. 

“Among the numerous advantages 
of this tvpe of presentation was the 
ease and simplicity of putting on each 
presentation, and the control and 
clock-work precision possible. Admis 
sion was by invitation only and that 
enabled us to select our audience 
carefully at all times. After all these 
months we feel that the trains are 
continuously paying off.”’ 

In traveling from city to city the 
Appliance Trains were attached to 
regular sections of scheduled passen 
ger trains. On reaching a stop city, 
they were switched to a convenient 
side track and left standing. During 
the nation-wide presentation the two 
trains used the tracks of 21 different 
railroads. 

Fach baggage car was subdivided 
by a revolving demonstration plat- 
form to facilitate presentation of the 
appliances. Comfortable 
two tiers, to permit clea: 


chairs in 
viewing, 
were set up in the larger section of 
the car, and the appliances were 
grouped for display on two platforms 
on either side of the car at the other 
end. When presentations were made 
simultaneously in each of the three 
cars, as many as 125 distributors and 
distributor employes could attend at 
one time. At the end of each demon 
stration the audience in one car would 
file through to another car to hear 
the story on another line. 
Refrigerators, home food freezers 
and room air conditioners occupied 
one car; ranges and water heaters a 
second ; home laundry equipment and 
electric sinks, including dishwashe1 
and food waste disposer, a third. 
The interior of each car was decor- 
ated with attractive fabric, 
ceiling was hung with loosely-woven 
material to permit the easy passage of 
smoke and fresh air and to make pos- 
sible lighting from above. Spotlights 


and the 


provided additional lighting for de- 
sired effects and emphasis on a prod- 
uct. ‘The floor of the audience sec 
tion was carpeted; that of the display 
section, hard-surfaced with a compo 
sition, 

Facilities were installed for show- 
ing slides and movies, and a raised 
podium for the speaker was installed 
in each car, facing the audience. Dis 
play material was shown along with 
point-of-purchase supplies and mail 


ing pieces. 


Four Major Advantages 


Management believes this was a 
quick and effective method of pre 
senting the sales and product program 
because : 


1. Meeting rooms in the train were 
set up and ready to go at all times. 
No time was lost setting up plat 
forms, curtains, backgrounds, chairs, 
C&C... Rt each meeting lox ation, 


2. Appliances and props were in 
stantly available and did not have to 
be packed, unpacked, shipped, pushed, 
hauled or handled to get them into 
position for each presentation. 


3. Meetings could proceed simul- 
Each product line had its 
own car, and to prepare tor the next 
presentation was simply a matter of 


taneously. 


moving the audience. 


4, The group traveled é an ol 
ganized unit. To set up the demon 
stration was largely a matter of pull 
ing into the station-or siding, connect 
ing up the utilities, and opening the 


doo s. 


The Appliance Train setup was 
effective because: 

It made possible the telling of the 
story to a maximum number of key 
people, scattered throughout the | 
S., in a three-week period. 

Small audiences made a discussion 
This al 
lowed maximum individual participa- 
tion and stimulated questions. 

A minimum amount of time was 


type presentation possible. 


lost by salesmen who were out ot 
their territories during the time of 
the presentations. 

The eastern and southern train was 
headed by McBride; the western 
train by H. A. Warren, manager of 
distribution. Each unit was manned 
by the respective sales managers and 
marketing managers for the five G-E 
major appliance departments repre 
sented on the trains. Staff officials 
were also on hand to present plans 
for advertising and over-all market 
ing and merchandising activities. 

The trains were routed as follows: 

Eastern and southern train: Cleve- 
land, November 5; Boston, Novem 
ber 8; New York, November 11; 
Philadelphia, November 12; Wash- 
ington, November 14; Raleigh, N. 
C., November 17; Jacksonville, Fla., 
November 19; New Orleans, No- 
vember 21; Dallas, November 24. 

Western train: Chicago, Novem 
ber 5; St. Paul, November 7; Kan 
sas City, November 10; Salt Lake 
City, November 12; Portland, No- 
vember 17; San Francisco, Novem 
ber 20; Los Angeles, November 24. 

The appliance train program was 
developed through these steps: 

The object was established. 

The plan was developed. 

The train idea was adopted as the 
solution best fitted for presenting the 
year’s marketing plans. 

The program then was prepared, 
making full use of all the advantages 
offered by the train. 

The details for the train and _ its 
itinerary were worked out with the 
railroads, and G-E transportation ex 
perts. 

The design of the meeting rooms 
train was planned and exe 
cuted. Rehearsals were scheduled 
and held until everything clicked in 
a satisfactory manner. 

The show hit the road, 

Concerning repetition of the pro- 
gram, McBride says: “We do not 
plan to repeat the train project next 
fall when we present our 1954 line, 
but this does mot mean we do not 
think highly of this method of pre 
sentation. It just means that we be 
lieve the edge of the idea is off fon 
us and that, if we were to repeat it, 
we might lose some of the tremen- 
dous impact we enjoyed in our first 
performance.” 


on the 


"This novel method of introducing our 1953 line was the most successful 


the Division has ever used": J, F, McBride, Manager of Marketing. 
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ANOTHER PROFESSOR ..... who made good 
in the business world: He’s William C. 
Sproull, director of advertising for Burroughs 
Corp. and newly-elected president of National 
Industrial Advertisers Association. But once 
Bill Sproull was an assistant professor in the 
Department of Journalism (in the days when 
there weren't many such departments) at the 
University of Kansas. When he decided to be- 
come a practitionet rather than a preacher, as 
city editor of the Lawrence (Kan.) Journal 
World. He also was a feature writer on the 
Kansas City Star and in shape for a beat: At 
college he’d been the record-breaking mile run 
ner. His earliest association with Burroughs 
was as director of export advertising, a post 


which once kept him overseas for 15 months. 


In taking over as NIAA’s president he outlined 


a five-point program to promote “growth [for 
the organization] in stature and usefulness as 


well as size.” 


“BRICKLAYERS MAKE 20 BUCKS A DAY" 
. said the Dickinson Law School professor to 
a young man he believed never, never would 
make his mark at law. And so the young man, 
Robert FE. Park, disassociated himself from col- 
lege and snagged a job with Conde Nast. That 
was the beginning: A high point in his caree: 
was his recent election as advertising director 
a new executive post—of Street & Smith Publica- 
tions, Inc. He’s making more than 20 bucks a 
day and he still can’t lay bricks. . . Bob Park, a 
handsome, sandy-haired guy with no visible guile, 
thinks his early training with Nast was priceless. 
He started as a classified salesman. The company 
gave him six months to prove himself, handed 
him a territory from Greenwich Village to 34th 
St. He pounded his beat, sold himself into the 
Display Department. From there he went to an 
advertising agency to finish cutting his teeth. In 
1938 he joined S & S and, with the exception 
of three years during the war spent in tanks, 
he’s been there since. Most of his service has 
been with Mademoiselle (His previous title was 
advertising manager of that publication.) and 
once he was sent to L.A. to be West Coast man 
ager for S & S. After three years he was brought 
back to his old bailiwick. He used to breed 
(jordon setters until he found he could buy them 
for half the money. 


WITHOUT CLOISTERED TOWER ... After 
14 years as professor of marketing at Ohio State, 
Dr. Herman C. Nolen itched to see his theories 
put into practice. Fate, in the form of a commis- 
sion, acted as the balm: McKesson & Robbins, 
Inc., asked the professor to conduct a study 

now famous—on how salesmen invest their time. 
When the job was done the drug firm had a 
new v-p in charge of sales—Herman C, Nolen. 
That was in ’47; today Nolen—who still seems 
very much the professor—manages the activities 
of 74 branch offices, bosses 1,220 salesmen. And 
he’s just been elected to the board of directors 
of his company another salesman to hit the 
high spot. Dr. Nolen never really dwelled in an 
ivory tower. He worked for private business 
(Grand Rapids Store Equipment Co.) and _ in- 
dustry (production engineer for Continental 
Motors), operated his own retail clothing store 
before he taught. And during the war he saw 
service in North Africa and Europe, as head of 
the Trade and Industry Section of the Military 
Government. He had three active years overseas 
during the war, came home to his teaching. Was 
it such a jump, from theory in the classroom to 
actual operation with a sales force? “Things 
move faster in business than in college,’ he says. 


“But the same basic principles apply to both.” 
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BY HARRY WOODWARD 
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THIS IS an Ignitron locomotive, built by Westinghouse, and turned over to the Pennsy for field tests. 


The New Haven railroad looked at operating results and bought, too. 


It's Sold by Trial Installation 


Whether you sell a new kind of locomotive or a machine 
tool, nothing beats on-the-job tests. Out of them come 


product refinements and operating statistics for sales. 


BY ALVIN ROSENSWEET 


A commuter boarding the Pennsyl- 
vania Railroad’s suburban run in 
Philadelphia with an electric sweepei 
which he has bought “on trial,”’ might 
be surprised to learn that the com 
muter car he is riding was sold on 
a similar basis—or that his vacuum 
cleaner was delivered in a_ freight 
train powered by an electric locomo- 
tive which was also bought on trial. 

Although the electric sweeper he is 
about to try out can operate on either 
alternating current or direct current, 
this is not true of railroad locomo- 
tives and commuter cars, which use 
a little of both. It is more economical 
to produce and distribute alternating 
current, but since direct current trac- 
tion motors are preferable in certain 
railroad applications, the electric 
power must be changed from alter- 
nating to direct current after it has 
been delivered to the cat 
overhead wires. 

The Pennsylvania Railroad bought 
this kind of an electrical system from 
the Westinghouse Electric Corp., 
Pittsburgh, as a result of a trial in- 
stallation. Westinghouse 
that the alternating 


through 


prope sed 


current be 
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changed to direct current by means 
of Ignitron rectifier equipment, which 
consists basically of large electronic 
tubes, in principle not unlike the 
rectifier tubes in home radio sets. 

Westinghouse experimented with 
the rectifier idea for trains in 1914, 
but the project was set aside for lack 
of a suitable rectifier tube. When the 
Ignitron mercury-are rectifier was an- 
nounced in 1932, thought was again 
given to railroad applications. Devel- 
opmental work continued until West- 
inghouse in 1944, initiated tests to 
simulate train conditions. 

It had what it thought was the 
answer, and in 1949 approached the 
Pennsylvania Railroad with the idea 
of a trial installation of Ignitron 
rectifier equipment on self-contained 
commuter cars. Known as a multi- 
ple unit, or MU car, the experi- 
mental car was placed in service on 
the Pennsylvania Railroad’s suburban 
system from Philadelphia to Paoli, 
Pa. The Pennsylvania Railroad has 
also bought two Ignitron rectifier 
locomotives for freight service and, 
as a result of the successful installa- 
tion on the Pennsy, the New York, 


New Haven, and Hartford Railroad 
has purchased $5 million worth of 
MU car equipment and 10 new recti- 
fier locomotives. 

In equipment of this type, West- 
inghouse doesn’t build it and then ask 
a potential customer to try it. Instead, 
on-the-job tests are arranged with a 
potential customer, and the first ques- 

‘tion which arises concerns when to 
seek a trial installation. Westing- 
house’s answer: ‘‘When you have de- 
veloped a product that is an answer 
to an industry problem, or will im- 
prove the over-all performance of 
equipment already in use in industry, 
and you can foresee a potential mar- 
ket for that product, then you are 
ready for a trial installation.” 

Since the Pennsylvania Railroad is 
the largest of the electrified railroads 
in the country, it was obviously an 
ideal place for this type of trial in- 
stallation. Says a Westinghouse ofh- 
cial: ““We want to work with a com- 
pany that is not only a prospect for 
our equipment, but one that will be 
cooperative in the exhaustive tests that 
must be made. And it must be a com- 
pany that is willing to try something 
new.” 

In approaching a customer about a 
trial installation, the usual procedure 
is to contact the department directly 
concerned and, if the comment. is 
favorable, to refer the proposal to top 
management. In this case, Westing- 
house informed the Motive Power 
Group of the Pennsylvania Railroad 
of the possibility of using Ignitron 
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Feet on the ground 


The head in the clouds may dream up a lot of 
startlingly new and different advertising ideas. 
But it takes a man with his feet on the ground 
to decide whether those ideas will sell goods. YOUNG & RUBICAM, INC. 


Advertising - New York Chicago Detroit San Francisco 


Combine both qualities in one person, and you 
have the kind of creative ability that consistently 
comes up with outstanding—and outstandingly 
effective —advertising. 


Hollywood Montreal Toronto Mexico City London 
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rectifiers for multiple-unit suburban 
commuter cars and for electric loco- 
motives. This group immediately saw 
the potentialities of such equipment, 
and passed its favorable recommenda 
tions along to Pennsylvania railroad 
management, which gave the green 
light. 

Negotiations were then carried on 
verbally until final arrangements were 
made, at which time a simple con 
tract was signed. As is the case with 
all its equipment, Westinghouse as 
sumed the responsibilities for the 
equipment in line with the normal 
warranties, and the railroad took on 
its shoulders such things as operating 
procedures, scheduling of tests, train 
operations, etc. 

When the first MU suburban cat 
was put in experimental service, 
Westinghouse engineers and Pennsyl 
Railroad representatives fol 
lowed the program closely. In fact, a 
Westinghouse engineer was assigned 
for two years to the Philadelphia 
suburban run. As both Westinghouse 
and Pennsy people saw that the pro 


Vania 


gram was progressing satisfactorily, 
they began to give it freer rein. The 
commuter equipment worked out so 
well that the Ignitron rectifier prin 
ciple was established for railroad 
service, and the Pennsylvania Rail 
road purchased from Westinghouse 
two freight locomotives which use 
Ignitron rectifier equipment. West 
inghouse estimates that it has invested 
a total of approximately 14 man- 
years in the development of the mul 
tiple unit car and the Ignitron recti 
fier locomotive, not to mention the 
considerable amount of time invested 
in these projects by the Pennsylvania 
Railroad. 

As far as results of the tests which 
were made on the Pennsylvania Rail 
road are concerned, Westinghouse has 
placed almost no restrictions on theit 
use. The technical aspects of the tests 
were widely reported in the railroad 
and electrical Westing- 


house and its colleagues in the ele 


industries. 


trical manufacturing industry were 
vitally interested in the detailed data 
gathered in the tests, and the conclu 


sions that were reached are of pat 
ticular interest to the railroad indus 
try in general. 


The New York, New Haven, and 


Hartford Railroad became greatly in 


terested in the rectifier principle, and 
borrowed from the Pennsylvania Rail 
road one of its rectifier locomotives 
for tests. These tests proved so suc 
cessful on the New Haven line that, 
in 1952, it bought Ignitron rectiher 
equipment for 100 new commuter 
cars. At that time, L. B. McCully, 


vice-president in charge of the Fast 


34 


Pittsburgh Divisions of Westing- 
house, pointed out that the order was 
the largest ever placed for this type 
of electrical propulsion equipment. 

Westinghouse also points to its de 
velopmental work in connection with 
the gas turbine locomotive, as an ex- 
ample of long-range development in- 
cluding trial installations. Last yea: 
Westinghouse completed 
operations, totaling 75,000 miles on 
six railroads, of its 4,000-horsepower 
gas-turbine electric locomotive. The 
history of this locomotive to date 
somewhat parallels that of the Igni 
tron rectifier locomotive. 

Initial developmental work on a 
gas-turbine 


successful 


begun 
eight or nine years ago when West 
inghouse recognized the possibilities of 


locomotive was 


the gas turbine for this application. 
A 4,000-horsepower experimental lo- 
comotive was completed in 1950, and 
extensive tests were made over three 
railroads in the Pittsburgh district: 
the Pittsburgh and Lake Erie; the 
Union Railroad; the Bessemer and 
I ake Erie Railroad. 

After modifications to eliminate the 
bugs uncovered in these initial tests, 
the locomotive was placed on the 


Paintbrush Salesmen Paint 


Devoe and Raynolds Co., Inc., fig 
ures a brush in hand is worth the 
time in (1) training, and (2) pro 
motion. 

Last month 35 Brush 
salesmen took hold of the company’s 
new “Superkleen” flagged nylon 
brushes and prettied up a house at the 
Princeton, Ind., factory. Gordon 
Riley, Brush Division sales manager, 
hoped the men would be thoroughly 
acquainted with the brush line by the 


Division 


Pennsylvania Railroad in 1952, and 
operated between Harrisburg and Al- 
toona on a trial installation basis. In 
later months, the locomotive was op- 
erated by the Missouri-Kansas- Texas 
Railroad, and by the Chicago and 
North Western Railway. 

Trial installations of equipment are 
handled by Westinghouse on what is 
known as an “Land R” order—Loan 
and Return. This order is a simple 
contract torm, accompanied by a cov- 
ering letter. It is carried by West- 
nghouse on an open account that 
eventually is closed either by the cus- 
tomer’s purchase of the equipment, or 
by its return if it is not suited to a 
particular application. The potential 
customer assumes no liability, and his 
total investment is the installation 
cost. 

Every day, in plants throughout the 
United States, and in almost every 
industry, Westinghouse 
and its customers are carefully watch 
ing new Westinghouse 
tabulating results, learning more and 
more about application problems—all 
of which enables Westinghouse con- 
tinually to improve its products and 


COMM el\ able 


equipment, 


services to customers. 


time the paint was on, 

He carried the idea a step furthe: 
had salesmen’s advance cards printed 
to simulate picture postal cards 
showing the men a-painting. On the 
other side of the cards are captions 
and typewritten messages telling the 
dealer that his D & R salesman will 
soon show him the new brush line. 

But before mailing cards to deal- 
ers, salesmen sign each card person- 
ally, then encircle their own picture. 


SALES MANAGEMENT 


THE SCHUYLER HOPPER Co. 
MARKET RESEARCH + SALES PROMOTION + ADVERTISING 


TWELVE EAST FORTY-FIRST STREET NEW YORK 17, N. Y. LEXINGTON 2-3135 


many Sales Managers wear blinders 


the one market factor rw 


counts most in selling their products? 


The Sales Manager is a walking encyclopedia of market statistics. 


He knows who his customers are, who his prospects are, where they 
are, and approximately how many. 


He knows how many units of product he's sold, how many competition 
has sold, and what the potential is. 


is what customers and prospects think (right or 
W oduct, his company, his salesmen, his service, his competition - 
and, particularly, WHY they think it. 


Yet he can have no clear, workable understanding of why sales that seemed certain 
were lost; of what's making life tough for his salesmen and costly for his company, 
without sure knowledge of what customers and prospects think - knowledge that reli- 
ably weighs what's most important to them about his product, what's less important, 
what's unimportant. 

And without such knowledge, advertising is an expensive chip 

in a costly game of chance. 


Sales Manager who relies for such information on his 


onal knowledge of customers and prospects, and on the 
of his salesmen, may be fooling himself. He and 
esmen may be too close to the job of selling 


a clear, balanced picture of customers' and prospects' 
lems and needs, their prejudices and confusions; 


> 


+ 


get the real reasons behind turn-downs; 


to analyze objectively the steps that lead to sales. 


tea 
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Tha hehe Popo 


MARKET RESEARCH + SALES PROMOTION - ADVERTISING 
‘*Experienced in the reduction of guess work in advertising and selling.’ 
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A STANDARD 
METROPOLITAN 
COUNTY AREA* 


LARGEST 
MARKET 


(Chicago excluded) 


BLOOMINGTON 


Here's a growing, buying market now 
more important to your schedule than 
ever. For the first time S. M.'s Survey of 
Buying Power has designated Blooming- 
ton (and its great plus market) as a 
Standard Metropolitan County Area.* 
Sell this great potential with the 2nd 
largest newspaper in Illinois (outside 
Chicago). 


* Copyright 1953—Sales Manage- 
We ment ‘Survey of Buying Power’’ 
MUG FE pla 
a 
{OOmMINGION, ILLING, © 


"toy 
Mt 
a 
Ols Home Newspaper Since ag 
6 


Represented by Gilman, Nicoll & Ruthman 


In Akron 


BIRDSEYE 
FROZEN 
FOODS' 


consistent ads in The 
Beacon Journal are 
reaching... 


99.5% 


OF THE HOMES 


There's no other medium 
or combination of media 
that offers so much for 
30 little 


Akron 
Beacon Journal 


A New Direct Mail Idea: 
"Sponsored" Weather Forecasts 


Climatologist Blewett, operator of a weather service, finds 
a new market: He sells 30-day maps in quantity to be im- 
printed for use as regular product promotional mailings. 


You may, as an advertiser wooing 
prospects with direct mail, use Mari- 
lvn Monroe cheesecake to sustain in 
terest in your mailers—or your par- 
ticular prospects might be more in- 
terested in Paul Webb's “Mountain 
Boys.”” But thousands of business- 
men and farmers—16,000 of them 
on the West Coast alone—prefer 
30-day weather map. 

This preference for helpful infor- 
mation has transformed Stephen A. 
Blewett from a climatologist-meteor- 
ologist into a producer and seller of 
remembrance advertising. It is doubt 
ful that 13 years ago the owner of 
Blewett’s Weather Service, Pasadena, 
Calif., would have predicted this 
kind of change in his own business. 

But Blewitt, like many other peo 
ple with a technical product to sell, 
has found that marketing makes or 
breaks the finest product or service. 
When Blewett set out in 1940 to sell 
his I- to 2-day, and 3- to 5-day 
weather predictions, he ran into rough 
competition. Anyone can obtain short- 
range predictions simply by listening 
to the news on radio-TV, or by read 
ing the local newspaper. 

His prospects, Blewett discovered, 
require long-range predictions, and 
they were not satisfied with available 
services, including the old-fashioned 
almanac. He knew that competition 


from the 40 million almanacs dis- 
tributed annually was not important. 
Reason: For businessmen and farm- 
ers, almanac predictions are not sufh- 
ciently accurate. 

While engaged in secret weather 
research at the California Institute 
of Technology during World War 
II, Blewett studied 15,000 maps of 
North America dating from 1899. 
From this research, Blewett evolved 
14 basic patterns of weather, which 
now are the basis for his commercial 
long-range weather predictions. 

Heart of Blewett’s service is the 
30-day weather map printed on an 
1134" x 1714” sheet. With his part- 
ner, W. M. Clark, Blewett offers: 

1. To individuals or firms, one 
map monthly on an annual subscrip- 
tion. Each map is mailed two weeks 
before the month begins. The 30 
day map is $5 per year; $9 for two 
years; $13 for three years. Or there 
is a 3-month weather map for $7 a 
year; $12, two years; $15, three 
years. The whole country is charted 
on this map. 

2. Quantities of imprinted maps to 
firms for mailings to customers and 
prospects. 


Buyers for mailings can obtain a 
30-day weather map with 2-color 
(buyer’s choice) masthead imprinted 


Big Market Issue Coming November 10 


Two outstanding market features will headline the November 10 issue: 


(1) “The Nation's Leading Test Markets” 


as evaluated by 150 top advertiser 


and agency executives—plus how to choose markets for testing, how to supervise, 


how to analyze results—and the pitfalls to avoid. 


(2) “Consumer Spending Units for Income Groups” 


will give for all 225 


Metropolitan County Areas and for the individual counties within them a de- 
tailed breakdown by % of units and % of dollars in these income groups: 


$ O— 2,499 
$2,500 — 3,999 
$4,000 — 6,999 
$7,000 and over 
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free. Back of map can be used tor 
a sales message. Minimum charge 
is 7c per map, with a minimum 
quantity of 300 per month. Or: 

A 30-day map plus 3-color maps of 
the U. S., forecasting the weather for 
two additional months by areas. One 
third of the back of the map can be 
used for the advertiser's message. 
Minimum charge: 10c for each map. 
Minimum order: 300. 

Blewett also sells special seasonal 
forecasts—three to six months in ad- 
vance, and by direct mail. A solici- 
tation consists of a personalized let- 
ter, a copy of the current map, and 
a return postal card. Clark follows 
up with personal calls on prospects 
who have responded to the mailings. 
He also calls on other likely cus- 
tomers. 


Maps Have Nine Lives 


So confident is Blewett of the in- 
terest in his maps that he makes a 
money-back guarantee. To the ad- 
vertiser who uses Blewett maps for 
mailers, Blewett says in effect: “If 
the people on your mailing list do not 
retain six out of 10 of my maps, you 
don’t have to pay for the service.” 

The customers who had faith in 
Blewett 13 years ago still believe in 
him. Of the seven charter subscrib- 
ers in 1940, Blewett has retained six. 
Now Blewett’s 32 subscribers pur- 
chase several thousand copies of each 
month’s map for mailers. 

“Our maps are hung on the wall 
for everyone to see and refer to daily, 
like a newspaper,” says Blewett. 
“Universal interest in the weather 
makes people keep these maps, check 
them, and look forward each month 
to new predictions.” 

A typical example of use of Blew- 
ett’s maps is the manner in which 
they are distributed by two Interna- 
tional Harvester Co. dealers: Lindet 
Hardware Co., Tulare, Calif., and 
J. M. Wildman Co., Paso Robles, 
Calif. Both dealers use the maps as 
mailers to customers and prospects. 
At the top of each month’s map is 
imprinted their name, a cut of a trac- 
tor they are currently promoting, and 
a small block of descriptive copy. 
Their customers, chiefly farmers and 
growers, find the map useful in many 
ways. Rainfall influences farm ac- 
tivities. If rain is scheduled, cultiva- 
tion may be needed; if a dry spell 
looms, crop dusting to fight insects, 
or irrigation, may be in order. Both 
firms have found the map has very 
high retention among their customers, 
giving their advertising message long- 
term impact and repetitive value. 
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SELL HER YOUR PRODUCTS 
BEFORE SHE REACHES THE RETAILER 


Use the medium the consumer turns to daily for buying ideas 

the newspaper. In Fort Worth and the 100 county West Texas Trading 
area the leading newspaper is the Fort Worth Star-Telegram, because 
in Fort Worth, 9 out of every 10 families read the Daily and Sunday 
editions. In the 100 county West Texas Trading area, average family 
coverage is 43.9% Daily and 39.4% Sunday.* 


*Audit Bureau of Circulations 


THE CONSUMERS WITH THE ABILITY TO BUY! 


POPULATION 


Fort Worth (Metropolitan Area) 408,100 
Trading Area 1,928,700 


EFFECTIVE BUYING INCOME 
Fort Worth (Metropolitan Area) $ 715,807,000 
Trading Area $2,848,613,000 


SALES PER FAMILY 


Metropolitan Fort Worth ranks Ist in Texas 
2nd nationally among metropolitan areas over 
400,000 population. 
1953 Sales Management Survey of Buying Power 
THE FORT WORTH STAR-TELEGRAM REACHES MORE CONSUMERS 
IN TEXAS THAN ANY OTHER NEWSPAPER 


Total Net Paid Star-Telegram Circulation 


242,542 223,444 


(Morning & Evening) (Sunday) 
Publisher's Statement to Audit Bureau of Circulation March 31, 1953 


WRITE Amon Carter, Jr., 


wenpresemems FORT WORTH STAR-1 ELEGRAM 


tor, for complete market AMON G. CARTER, Publisher 
end circulation analysis AMON G. CARTER, JR President and National Advertising Director 


LARGEST CIRCULATION IN TEXAS 
without the use of sch premi or cont: — “Just a Good Newspaper.” 
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Your Foot's in the Door 7 


Getting in an industrial plant doesn’t pose much of a 
problem to today’s salesman . but whom to see is a 
question. With only one pair of legs he can’t get his foot 
in all doors . . . nor can he be sure that he has contacted 
all the men who have a voice in purchasing decisions. And 


missing one unknown buying influence may cost a sale. 


One sure way of reaching these unknown buying influ- 
ences is through the magazines they must read to keep up 
with their jobs. Business decisions are influenced by what 
these men read in the editorial and advertising pages of 
their business magazines. 


We call Business Publication Advertising ‘Mechanized 
Selling” because it gives greater productivity to the sales- 
man’s efforts . . . just as a high speed machine steps up the 
productivity of the skilled workman in the plant. Used for 
the preliminary steps of making contact, arousing interest 
and creating preference for your product, business maga- 
zine advertising gives your salesman more time to concen- 
trate on the important job of making specifications and 
closing the sale. 

For more information on how Business Publication 
Advertising can build sales and cut selling costs, ask 
your McGraw-Hill man for a copy of our 20-page book- 
let, “‘Mechanizing Your Sales with Business Paper Ad- 
vertising.”’ 


Mc GRAW-HILL 3 
_ eee 


McGRAW-HILL PUBLISHING COMPANY, INC. 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. ‘ABC 


HEADQUARTERS FOR BUSINESS 1'NFORMATION 


JULY 015, 1983 


NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


We have just produced a 35mm. 
sound-slide film entitled, 
“Plateau of Progress.’’ This 
film presents the application 
of mechanization to selling . . 
shows the job that advertising 
can do in the kind of economy 
we're living in today. 


[Sy 
6, u 
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The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver- 
tising presentations and other 
gatherings where business pro- 
motion is the theme. 

‘This new film, and our earlier 
film, ‘‘Mechanization— Blue- 
print for Profits,”’ are available 
at all McGraw-Hill district 
offices. For further informa- 
tion, ask your McGraw-Hill 
man or write Company Pro- 
motion Department. 


PY 


"ARE STEEL FARM BUILDINGS PRACTICAL?” UV, S. Steel got some affirmative 


answers from a research project set up at the University of Wisconsin. Here's an 


«se 


aerial view of the Research Center. Buildings house three herds of 17 cows each. in 


THEN CAME PROMOTION .. . bulletins, direct 
mail, visual aids, a sound movie. And advertising 
10 farm magazines. Reynolds shows samples. 


How USS Is Expanding the Market 
For Structural Steel on the Farm 


"Big Steel" is not in the fabricating business. But the com- 


pany is sponsoring an earthy and factual promotional 


program to sell the practicability of steel farm bu‘ldings. 


What's more, it is developing direct leads for fabricators. 


Based on an interview by James B. Alexander with 
FRANK J. REYNOLDS 
Manager, Agricultural Extension, Market Development Division 
United States Steel Co. 


United States Steel Co., Pittsburgh, 
for 12 years has been promoting and 
helping to sell steel farm buildings 
which it does not fabricate. 

The program is continuing and 
will increase in scope as steel supplies 
become more plentiful, although 
USS has no intention of going into 
the business of making the structures. 

Says Frank J. Reynolds, manager 
of agricultural extension market de- 
velopment for the company: 

“Most of the 5,382,000 farms in 
this country need buildings in one 
form or another. Here is a great 
field for prefabricated steel buildings. 
USS is working to expand its future 
participation in that market.” 

As one of the largest steel produc- 
ers, USS has a three-fold program: 

1. Research to develop practical 


40 


steel farm buildings. 

2. A campaign to 
farmer in steel buildings. 

3. A campaign to help the fabri- 
cator sell his products. 

“The farmer—and even the fabri- 
cator doesn’t have men or resources 
at his command te do research and 
developmental work in the farm 
building field,” Reynolds _ says. 
“That’s where USS comes in.” 

For example, some farmers and 
farm experts maintained that steel 
buildings would not be satisfactory 
for dairy cattle. ‘They'll burn the 
hair off cows in the summer and 
freeze their teats in winter,” they 
claimed. Farmers didn’t know the 
answer. Fabricators couldn’t  dis- 
prove the statement, either. 


interest the 


USS provided financial and tech- 


nical aid to the University of Wis- 
consin for a 10-year dairy barn re- 
search project. It has been so suc- 
cessful that it is being continued, al- 
though the 10 years ended in 1951. 
It completely disproved the “burn- 
ing-freezing”’ theory. 

For use in this project, three large 
dairy barns and other necessary struc- 
tures were fabricated by commercial 
firms from USSteel. Herds of ex- 
cellent dairy cattle were housed in 
them. 

The Wisconsin Dairy Barn Re 
search Project was supervised by ag- 
ricultural research staff and faculty 
members, who maintained detailed 
records on the three cow herds (17 
cows in each herd), the equipment 
and the buildings, in temperatures 
ranging from 86° above to 37° below. 

The 100-page report on the project 
disclosed that: 

“The first impression of the steel 
“buildings is their attractiveness, both 
exterior and interior . .. little evi- 
additional 
years of service without costly main- 


dence of corrosion 
tenance no sagging or other 
structural weakness has developed ... 
steel surfaces provide an excellent 
. insulation and 
good ventilation solve condensation 


moisture barrie1 


. steel structures have given excel- 
lent service and have proved satisfac- 
tory for dairy structures.” 
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"8 feet of snow, nearly 100 mph winds 
dont affect my steel buildings " 


says 
HERBERT GRUENHAGEN 
Howard Lake, Minn. 


$5 Galvanized Steel for Farm Buildin : 7 


You get mow pr YOur NOnhY Whim YOu build uth 3 


UNITED STATES STEEL COMPANY. PITTSRURGH 


mo Farene Oke 


ik GENEVA STEN BOPION SAN FRAME SCS 


OUTED STATES SUEE) CHPORT COuPamY WOR FORE 


CASE HISTORIES FROM FARMERS form the copy backbone for 


most U. S. Steei advertising in farm media. This is a typical adver- 


tisement. It appeared in Capper's Farmer. 


Fortified with this report, findings 
of which after the 
first few USS 
knew the answers to many questions 


seemed obvious 


years of operation, 
about steel dairy barns. 

‘The 
farmer in steel farm buildings works 
in this manner: 


campaign to interest the 


From Pennsylvania to Texas, pre 
fabricated steel farm buildings are 
erected on farms, and each building 
is a working example of why steel 
makes a good 

A sound motion picture on dairy 
housing in steel buildings will be 
shortly. 


farm structure, 


ready 


A bulletin for general distribution 
is being prepared by the University. 
It summarizes findings of the dairy 
barn research. The company is also 
readying a bulletin on prefabricated 
steel buildings. 

Advertising for steel buildings ap 
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pears in Capper’s Farmer, Successful 
Farming, Agricultural Engineering, 
Iloard’s Dairyman, Poultry Tribune, 
Better Farming Methods, Far m 
Quarterly, Country Gentleman, 
Journal and 


Far ai Progressive 


Farmer, some for the third year. 
Most are testimonials such as this: 
“If the man who sold me_ this 

steel barn in 1949,” says Elvin Rus 

sell, Apple River, IIL, “had told me 
that it would still be 

3,000 


standing after 
bales of hay had burned to 
wall, I would not 
him. None. of the 
other f buildings was threatened.”’ 
ther tarm buildings was threatened. 


ashes inside its 


have 


believed 
These advertisements, says Rey 
nolds and an agri 
cultural extension agent himself, have 
a coupon which ties in with USSteel’s 
work with fabricators. 

This coupon, addressed to the 
USSteel Agricultural Extension Sec- 


one-time farmer 


tion, offers free literature about steel 
farm buildings. It asks what the 
building will be used for, approxt- 
mate size, and name and address. It 
points out: 

“The United States Steel Co. is 
a steel producer, not a steel fabri- 
cator. Your request, therefore, will 
be sent to building manufacturers 
who fabricate steel buildings for 
farm use.” 

Direct mailings, with similar cou 
pons, are made to all county agri 
cultural agents, vocation agricultural 
teachers, farm managers, and fire in 
surance companies. 

Each coupon is acknowledged by 
Reynolds, who informs the sender 
that the inquiry has been forwarded 
to the five cooperating fabricators. 

Do these advertisements and direct 
bring inquiries? At the 
present time between 600 and 700 
inquiries a month 
USSteel’s headquarters. and the re 
turn is increasing steadily. 

Revnolds visits the offices of the 
five fabricators with whom USS 
works and, using a flip board, asks 
and answers this question: “‘What 
an you do to capitalize on this pro 


mailings 


are received at 


gram?” 

“First: Give us good photos and 
farmers who use your 
buildings.” [He has a two-page list 
of suggestions. The photorraphs used 


stories from 


in the advertisements show results of 
careful selection and preparation by 
fambricators. | 

“Second: Mail suitable literature 
to prospects whose names we supply.” 
{ New lists are made up monthly. or 
more freauently, as the coupons pout 
into USS offices. | 

“Third: When your buildings are 
featured in our advertisements, order 

We will be glad to furnish 
Then. use reprints promotion 
[USS furnishes imprinted re 


reprints 
them. 
ally.” 
prints of the advertisements, includ 
ing larger institutional copy used in 
general circulation margazines, sug 
gesting that fabricators use them to 
influence othet prospects in their mar 
ketine’ areas. | 

“Fourth: Follow up the prospect 
with suitable 
Because of the expanded 


ive lists we send you 
literature, 
advertising program, we should un 
interested farmers than 
[The follow up is important 
because of the time tag on the sale of 


cover more 


” 
ever. 


a structure which sells for thousands 
ot dollars. | 

“We figure the lead time on a sale 
from the moment of first imnact may 
be up to five years,” says Reynolds. 
“That is why USS uses this promo- 
tional program to bridge the gap for 
fabricators, who couldn’t work on 
that basis alone.” 


One ad sells 
$21,694 
worth of 
$8.95 dresses 
in one week 


Bloomingdale's, New York department 
store, full-page color ad in 
The New York Times Magazine on 
Sunday, January 11. 


Tan a 


Reporting ten days later, Blooming- 
dale’s advertising manager Ruth Stein 
wrote that “one of the dresses sold 
1,120 pieces. The second biggest sold 
779 pieces. 


“Total number of pieces for the four 
was 2,424. This represented one week's 
selling. 


“Mail orders, as many as 100 a day, 
have been coming in ever since. Of the 
2,424 total,.1,899 were mail or phone, 
525 were floor sales, a healthy distribu- 
tion, we think.” 


A healthy indication, too, why Bloom- 
ingdale’s puts more of its advertising 
in The New York Times than in any 
other newspaper. 


Department store advertising has to 
produce. These merchants know when 
their advertising brings in the business, 
and which newspapers produce it. 


That's why you'll find more depart- 
ment store advertising in The New 
York Times than in any other New 
York newspaper. 


And because The New York Times 
delivers a better-buying audience for 
almost every kind of advertiser, The 
Times has been first in advertising in 
the world’s first market for 34 years. 


Che New York Cimes 


LOS ANGELES, SAN FRANCISCO 
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| ot letter 


Does this three-fold program 


work? 


holds fabricators’ 
confidential. the 
program is being expanded by the 


The 


figures 


company 
However, 


company. Five magazines have been 
added schedules this 


year. More support is being given to 


to advertising 


the dairy barn project, and more help 
is required to handle inquiries. 
this kind 


from any of the five fabri 


Reynolds can produce 
cators: 

“| have a good testimonial from a 
who is extremely well sat 
isfied,” writes one. “His name is 
Theodore Maage and he has a 400 


acre farm near LeRoy, Minn. 
“You may be interested in the fol 


custome! 


jlowing facts regarding this particu 


lar building. Mr. Maage’s name ap 
peared on the list which you sent us 


dated March ‘3. 1952.” { Coupon 


Sales Manager's Bird Cage 


( 


| 


\ 
\ 
— 


pects cold. 


COLD-FISH CALVIN ... The Passive Penguin 


always acts extremely reserved and even 
aloof when meeting a person for the first 
time. His lack of enthusiasm leaves his pros- 


was from a February advertisement. | 

“In talking to Mr. Maage I found 
that other steel building representa- 
tives visited him immediately after he 
answered your advertisement. Our 
salesman succeeded in selling him one 
of our buildings.” [The sale was 
completed in October. | 

“Mr. Maage had never heard of 
us before. 

“T am sure that we might never 
have sold this building had you not 
furnished us the lead.” 

Reynolds smiles when he reads let- 
like this. “That's why we're 
working to promote something we 
don’t make,” “We 
know the market potential is great 
and that 
steel producer. 


ters 


even he says. 


fabricators look to us as a 


“This program isn’t supposed to 
pay off in a day, or in a year, but it 
will in the future, and that’s the di 
rection of our thinking.” 


\ 
\ 


\ 
\ 
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iil... YOU CAN STILL STAKE A CLAIM 
IN OUR COUNTRY! 


Goodness knows, the metropolitan markets offer a rich 


reward to advertisers, even though the going is 
crowded, tough and costly. But take a good look at 
the big country ‘way beyond the cities . . . Small- 
Town America. 

You can hit gold in GRIT-America . 
parative ease .. 


.. with com- 
. and a modest investment. 

For every week GRIT is edited especially for more 
than 700,000 families... in 16,000 Small Towns across 
the nation, only a few of which have daily newspapers. 
Thus, advertising in GRIT is far freer trom competi 
tion. Your ad stands out with more prominence. 


> 
} 


A message in GRIT gets extra attention because 
readers rely on GRIT as a buying guide .. . as well 
as for much of their news, fiction, service and features. 

If you are looking for a land of 
opportunity that’s rich in sales... 

a market bigger than Buffalo, Cin 

cinnati, Kansas City, Minneapolis 

and Seattle combined . 
GRIT. 


We'll be glad to show you from 


get into 


actual case histories how advertis- 
ing in GRIT pans out. (\ 
——J 


YES —YOU CAN STILL STAKE A CLAIM 
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WILLIAMSPORT, PA 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
Philadelphia and Doyle & Hawley in Los Angeles and San Francisco. 
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Why Dravo Encourages Employes 
To Share Know-How with Industry 


Through the Technical Papers Competition, this fabrica- 
tion and engineering concern obtains desirable publicity. 


More important, it offers solutions to common problems, 


and its staff builds a reputation as an idea-minded group. 


Top management at Dravo Corp., 
Pittsburgh, believes that Dravo is a 
top company—and a reliable company 
with which to do business. 

But Dravo-—which builds tow 
boats, power plants, industrial heat- 
ers, river locks, dams, and_ bridges, 
and performs many other diverse jobs 

wants customers and prospects to 
know what it is like. 

To strengthen the attitude that 


ts good to do 


a" 


business with 
Dravo,” the company, 15 years ago, 
inaugurated a Technical Papers Com 
petition that has been growing in im 
portance ever since, 

‘iro 
preparation of a paper o1 
by a Dravo employe. It must be de 


is a contest which requires 
an article 


livered before a recognized profes 
sional group or trade association, or it 
must be published in Dravo Review, 
(a professional society publication) 
or in a business publication. 

This is Dravo’s way of sharing 
knowledge with industry everywhere 

a practical method of putting into 
effect the company’s concept that in 
dividual industries have a_ responsi 
bility to share their ideas and philoso 
phy with others. 

And it’s an appropriate and digni 
fied method by which Dravo obtains 
publicity for its products and services. 

\ company official puts it this way: 

“TPC achieves a number of goals. 
For one, it creates an awareness that 
things which are 
progressive, substantial and effective. 


Dravo 1s doing 
It enables more industry people to 
know Dravo. It helps to convince 
them that Dravo is a leader in a 
number of fields, that it uses tech 
niques tor the good of its customers. 
It lets our customers, and those we 
would like to have as customers, know 
that we employ competent people who 
are active in various fields. 

“And TPC creates the over-all im 
pression that Dravo is a good com 
pany to do business with.” 

TPC enables Dravo employes, 
well-versed in certain phases of busi- 
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ness, to present their knowledge be- 
fore interested groups. In that way 
helpful publicity concerning the com- 
pany’s products, services and perform- 
ance reaches a wide audience. 
Admittedly, Technical Papers 
Competition is not the best title to 
describe the program. Dravo manage- 
ment 
cause TPC implies that the compe- 
tition deals primarily with technical 
subjects. ‘The scope has been broad- 
ened, the company points out, to in- 


is searching for a new one be 


clude a number of subjects pertaining 
to accounting procedures, advertising, 

bli lati f i iob 
public relations, safety, selling, jo 


training, job organization, ete. 
How Circulation Multiplies 


The 1950 winner, for instance, was 
“Centsless Accounting,” a paper by 
L. F. Adams, Dravo auditor. It de 
scribed a new accounting technique 
in which entries are recorded in whole 
dollars, eliminating pennies wherevet 
Poss ble. 

Printed originally in Credit and 
Financial Management, the article 
wide 
viewed by Time and other magazines. 
Seventy-two companies and govern 
ment 
about the 
leading corporations in the U.S. The 
Navy and Air Force sent representa 


received recognition, was re- 


agencies requested information 


procedure, among them 


tives to Dravo to discuss it. Com 
panies from England, Sweden, Can 
ada, and Japan wanted to know how 
Dravo forgets about pennies in its 
accounting system. 

Dravo technical experts sometimes 
write about production techniques. 
Several have written papers on un- 
usual problems they’ve encountered 
fabricating the gun mount on Uncle 
Sam’s atomic cannon, for example. 
Power plant construction, the pre- 
fabricating and erection of piping for 
gas compressor stations or refineries 
or, to get down to a much smaller 
item, process heating for curing latex 


masks used in the theatrical field, are 
subjects open to Dravo technicians. 

But people not on the engineering 
staff might write about their work. 
Safety, sales training, distribution are 
all subjects for TPC articles. This 
wide range of subjects has resulted in 
increasing numbers of entries. In 
1949, there were 19 entries; in 1950 
there were 28; in 1951, there were 
20; in 1952, 27. 

In 1950, 17 of the 28 entries were 
presented as talks. These talks and 
other entries were printed a total of 
53 times in business publications ; one 
was printed in nine magazines. 

All 20 entries in 1951 originated 
as talks; one talk was made before 
six organizations. The papers subse- 
quently were printed in 23 business 
publications, and six appeared in the 
Dravo Review. 

Last year, 20 of the 27 entries 
originated as talks. The entries ap- 
peared in 30 publications and_ five 
were printed in the Dravo Review. 

In many instances, the talks and 
printed articles were picked up by 
newspapers for publication in business 
columns. 

‘TPC is sponsored by the Dravo 
Junior Board of Directors, comprised 
of men of junior management status. 
Five judges, chosen each year, repre- 
senting all of Dravo’s divisions and 
subsidiaries, select the winners. 

Since many technical people are not 
adept at writing, Dravo’s advertising 
department, headed by W. H. Col- 
lins, assists. A technical engineer who 
wants to submit a paper can discuss 
the entire plan with a member of the 
advertising department. The advertis 
ing department will help the prospec- 
tive entrant to organize material and 
to develop pictures or charts to illus- 
trate his paper. He will be guided 
through Dravo’s library, which con- 
tains 30,000 pictures, so that he may 
select those appropriate for his article. 

When the entrant’s paper is writ- 
ten, it may be resubmitted to the ad- 
vertising department, where it is 
edited for business publications. 

Each year’s contest is preceded by 
flash notices prepared under Collins’ 
direction. The 1953 competition, for 
instance, has been presented in the 
form of an airline ticket. The an- 
nouncement suggests that entrants 
check with the advertising depart- 
ment to help eliminate delays. 
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JULY 


th 
Be 


No size or weight limit - 
all cities and principal towns - 
Ship collect, prepaid, paid-in-part, or C.O.D. 


15, 


Mr. Andrew J. Higgins, Jr. 


PRESIDENT 


HIGGINS, INC. 


NEW ORLEANS, 


1953 


LA. 


Tells: 


part of our business” 


‘We can't waste time and money waiting for parts 
for the vessels we build. Neither can we tie up 
money and production space with huge inventories 
That's why we make fast, dependable Railway Express 


services part and parcel of our business 


it pays to specify Railway Express ... parts get on 


schedule delivery and careful handling. We couldn't 


... use the complete shipping service. . . 


Liberal valuation allowance - 


“Why we make Railway Express services 


do without the swift, sure services Railway Express 
provides!” 


Whether your business is boats or bolts, Railway 
Express can help you handle your shipping prob- 
lems better. Call your local Railway Expressman. 
Ask him how to make your shipping dollars more 
productive. You'll see 

that it pays to — 


nILW 
Senesn 
I GENCY 


Pickup and delivery, within prescribed vehicle limits, in 
Receipt at both ends - 
+ Ship by Air Express for extra speed. 


“This is the size we use in the Growin 


NEI 


Sales Management Figures 


Contest rules: 


1. Papers or articles are to be de- 
livered recognized profes- 
sional group or published in a busi 
paper, 


before a 
ness 


2. ‘The subject must relate to some 
phase of Dravo’s operations. 


3, It 


Dravo. 


must build prestige 


4. The paper must be written sub- 
stantially by the entrant but will be 
reviewed by the advertising depart 
ment prior to delivery or publication. 
direc 


One rule is that 


tors and ofhcers of vice presidential 


mportant 


rank or above are excluded trom prize 
participation, 

The 1952 announcement 
was in the form of a blotter. For 
1951 it was as formal as a wedding 
announcement. One 
nouncement was a summons to the 
“Court of Public Relations.” 

Judges look for 
The author’s individual effort is im 
portant, although literary skill is not 
The “prestige 


contest 


contest) an 


seve! al 


tactors,. 


str essed . 
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angle” is. 


g Greensboro Market!" 


YOU SQUEEZE THE MOST from your ad- 
vertising dollars in the Growing Greensboro 


Market — “pocketbook paradise’ in 


the 


South’s No. 1 State... One of the big rea- 
sons you can do this is because 1/6 of North 
Carolina’s people account for 1/5 of the 
state’s $3-billion in retail sales — right here 
in the 12-County ABC Greensboro Market 
. . . And to make the job extra-simple, you 
sell ’em while you tell ’em — with the 100,000 


daily 


circulation 


of the GREENSBORO 


NEWS and RECORD... 


The only medium with dominant coverage in the 
Greensboro 12-County ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 
News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 


weighed: Does the paper give a fav- 
orable impression of Dravo'’s products 
and services ? 

The medium is important. A papet 
delivered before a national organiza- 
tion will 
for an award than, for example, a 


receive more consideration 


paper delivered before a local or sec 
tional chapter. That applies equally 
papers. And, of 
the organization of material is care- 
fully considered. 


to business course, 


Systematic Use of Reprints 


Once an article is printed or a talk 
delivered, Dravo “merchandises” the 
best papers submitted. 
distributed among 
Dravo personnel, accompanied — by 
“flash bulletins,” for distribution in 
turn among customers and prospects. 


Reprints are 


Articles are sent to prospect lists and 
often are rewritten in condensed form 
for the Dravo Review. 

With the permission of the business 
publication in which an article ap- 
pears, it is submitted for additional 
publication in related but noncom- 
petitive publications. Papers are 


company bulletin boards 
and in the Dravo library. 

Reprints are given to Dravo visi- 
tors and are mailed to colleges, espe 
cially those from which the company 
recruits personnel. “Dravo Slant,” a 
company internal publication sent to 
all employes and stockholders, ab- 
stracts top papers. News releases an- 
nouncing results are sent to 
newspapers and to papers. 

Individual entrants shoot at worth- 
while prizes. This year they totaled 
$1,200 for nine winners, with the 
first prize $500. Other prizes were 
$300, $100 and six $50 prizes. 


posted on 


contest 
business 


A Dravo official summarizes it: 

“We don’t expecta customer or 
prospect to read one of these papers 
or hear a talk and come running to 
us to build a coal barge, a tow boat 
or a boiler plant. But by becoming 
familiar with Dravo through these 
papers, these prospects will remember 
us and will be impressed with the 
idea that it is worth-while to do busi 
ness with us. 

“The actual payoff in sales may not 
come for 10 years. In the meantime 
we're building up good public rela- 
tions and a friendly attitude toward 
Dravo.” 
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My... 


Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


Farm Market for Mechanized 
Equipment: Second study of sub- 
scribers to Kansas Farmer and Mis- 
sourt Ruralist, which shows changes 
which have taken place since the first 
study was made two years ago. Farm 
ers in Kansas and Missouri own in 
reasing numbers of cars, trucks, trac 
tors, and stationary and mounted en 
Totally the Kansans 
4,795 units of automotive equipment 
for every 1,000 farms 


gines. report 
287 more pel 
thousand than two years ago. Mis 
sourl farm operators boast about 3.5 
units each. Data cover passenger cars, 
trucks, tractors, stationary and mount 
ed engines, gasoline, oil and lubrica 


Literature Useful 


to Sales Executives 


motor oil, 
gear oil, size of farms and tenancy, 
farm ownership, farm cash income. 
Write to Scherl L. Walquist, Adver 
Manager, Kansas Farmer 
and Missouri Ruralist, 912 Kansas 
Ave., Topeka, Kan. 


tion, anti-freeze, winter 


tising 


Salisbury, N. C., Retail Food 
Market: Seventh annual survey of 
brand preference conducted by Salis 
bury City Schools for The Salisbury 
Post, tor the purpose of assisting 
n planning and processing advet 
tising and sales promotion in Salis 
bury, one of North Carolina’s lead- 


ing secondary retail markets. It cov- 
ers high, low and middle income 
families in proportion to their repre- 
sentation in attendance at school; 
1,169 homes were studied. Data cov- 
er a total of 94 products sold in food 
stores. In addition, there is informa- 
tion about home appliances, automo- 
biles, watches, newspapers read, TV 
and radio set ownership and home 
ownership. Write to P. A. Laugh- 
ridge, Advertising Director, The 
Salishury Post, Salisbury, N. C. 


Mobile Home Industry:  \larket 
study conducted by Trailer Dealer. 
More than 134 million Americans are 
year-round residents of mobile homes, 
making it a_ billion-dollar industry. 
There are data on its growth and 
size (1930-1952) ; mobile home man- 
ufacturers and dealers; supply stores; 
industry trends. A closeup picture of 
100 dealers interviewed in 22 states 
shows what display facilities they 
have; what they are doing in adver- 
tising and promotion; breakdown of 
customer complaints; 
Write to J. Brown Hardison, Pub- 
lisher, T'railer Dealer, 4006 Mil- 
waukee Ave., Chicago 41, Il. 


accessories. 


"It's Wonderful the Way United 
Took Care of Our Moving!” 


@ Those are the welcome words you'll hear 
from your appreciative sales force when you 
let United Van Lines take over your personnel 
transfer problems. 


e@ By having your United agent Pre-Plan 
your personnel and executive transfers, you'll 
be getting the personal attention to detail that 
really makes the difference. 


e Your helpful United agent is listed in the 
classified phone book. Call him the next time 
you need the best moving and storage service. 


Write for your United Rate Calculator to 
help determine moving costs. We will 


also send a helpful United Moving Kit. 


UNITED VANS EXCLUSIVELY 
ARE * SANITIZED 
FOR YOUR PROTECTION 


U nited VAN 


LINES, inc. 


MOVING WITH CARE EVERYWHERE 
OVER 400 AGENTS IN U. S$. and CANADA 


Headquarters— ST. LOUIS 17, MISSOURI 


JULY 15 1953 


A Preliminary Look at 
Howrey’s New FTC Policies 


Now you can absorb freight—but under what conditions? 
The Republicans pooh-poohed economists under Demo- 
crats. Why, then, will they be used more in an lke adminis- 
tration? Some major policy shifts are brewing at FTC. 


BY JEROME SHOENFELD + Washington Editor 


\ minute part of Chairman Ed 
ward F. Howrey’s prospectus for a 
revaluation of the Federal Trade 
Commission is being carried through 
now. When completed, it will have 
changed the working routines, habits, 
and ways of looking at things of 
practically everyone in the seven 
story FTC building in Washington, 
e.. 

Howrey’s general idea 
Under Ejisenhower-appointed man 
agement, the FTC will not be full 
of stubborn 


s simple. 


“don'ts” of the = stern 
a child fairly 
and with discipline. Instead, the new 
kT'C management will try to undet 
stand the cause of the supposed mis- 
behavior. Will more patience—and 
less lecturing 


parent trying to rear 


work ? 
Which Ones Help 


IVC has steadily generated pro 
hibitions. Now, instead of forbidding 
first this, and then that, and scanning 
the horizon for new Supreme Court 
victories in order to prohibit one 
more thing, it’s likely that the FTC 
will ask which practices actually hurt 
more than they help. What is bad 
in one instance, according to the new 
FTC thinking, may turn out harm 
less or good in another case. 

Chairman Howrey is fresh from a 
Supreme Court victory. The Court 
has sided with his arguments in the 
celebrated Automatic Canteen case, 
which had been in FTC and court 
hands for almost 10 years with How- 
rey, then a private citizen, as counsel 
for Automatic. 

Aside from Howrey’s plan, FTC 
has already changed. A company 
charged with discriminatory pricing, 
for example, by absorbing freight, 
can rely on the defense that it was 
meeting competition in “good faith.” 
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Probably, FTC would carry the 
burden of proving bad faith—that is, 
ot proving awareness that those 
whose prices were being met were 
themselves in violation. Recently, a 
trial examiner ruled that a small 
company, E. Edelmann & Co. had 
discriminated. Edelmann asked for 
and got a new hearing at which to 
offer this defense. Companies now 
subject to adverse examiners’ reports 
can do the same thing even though 
no defense of this kind had originally 
been offered. A present majority take 
this line. 


Will Ask Economists 


What Howrey wants most of all 
to do is to look into the business 
reasons for a practice before he pro- 
scribes it. He wants to call the econ- 
omists in at each point: when first 
looking at a complaint; while in- 
vestigating and developing it; in de- 
ciding it. 

Ordinarily, it’s a violation to de- 
mand that your dealers buy your 
product only. A few years ago, both 
FTC and Justice opened a drive 
against it. Throughout the country, 
gas station men were to be free to 
shop among the brands; later, per- 
haps, Ford dealers would be allowed, 
not forced, to sell companion Chev 
rolets; final mopping operations 
would install a half-dozen additional 
brands of ice cream in drug stores 
and delicatessens. 

It’s usually illegal to sell a product 
only to those who buy another. Nor 
does FTC have much trouble in en- 
joining such a tie-in. But, is it always 
worth-while? Suppose you had a new 
food, easier to copy than to patent, 
but whose storage in a grocery store 
required expensive, complicated ap- 
paratus? You could break the market 


leasing the equip- 
ment to those who became customers. 
You'd have introduced something 
new to housewives, which doesn’t 
seem destructive of competition. How 
will such practices fare under the new 
kind of administration ? 

Sometimes, no dealer will handle 
the product. All dealers have compet- 
ing lines. Solution occasionally used 
is to get new people, not yet dealers, 
to handle the product exclusively. 
There would be no other way to put 
a new car on the market. There was 
no other way to market prefabricated 
houses. 


by inexpensively 


Similar considerations provide ade- 
quate apologies sometimes for un- 
equal pricing, concentrated rather 
than uniform advertising cooperation, 
etc. The Clayton Act, in general, 
condemns it all if it “injures compe- 
tition.”’ It’s objected that FTC al- 
leges, even proves, the injuries, while 
it ignores the benefits. This doesn’t 
make markets more competitive. 
Therefore, FTC should consider the 
total, not just part, of the economic 
consequences. Economists should work 
with lawyers, examiners, and the 
Commission. 


Who's Left—or Right? 


This point of view has been ex- 
pressed since there were anti-trust 
laws. At present it is pushed most by 
people who are considered Right 
Wing and, perhaps for that reason, 
they are opposed by the Left. But, 
over several decades Left and Right 
have shifted sides from time to time 
without embarrassment. 

It may be that Howrey’s proposals 
are more easily expressed than car- 
ried out. Some lawyers, in and out of 
FTC, consider that the proposals are 
not less utopian because they are 
attractive. 

From the bureaucratic point of 
view, that of the administrator, there 
are few important obstacles. Laws 
needn’t be rewritten. Very likely, a 
Republican majority may be needed, 
but there will be one. Democrat 
Spingarn can be replaced on Septem- 
ber 25 by a Republican. In deciding 
particular cases, Howrey is likely to 
carry a majority. The full plan over- 
turns the Commission, raising the 
prestige of the economists and, rela- 
tively, lowering that of the lawyers. 
This involves the kind of thing, 
which raises the cry, “Patronage!” 
and almost certainly can’t be done 
yet. 

It’s still to be seen just how 
smoothly economics mixes with law 
enforcement. How do you fit what an 
economist has to say into a given 
case? If he says nice things about a 
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PENNSYLVANIA’S 3rd MARKET 


(SCRANTON and WILKES-BARRE) 


Che Scranton Times 


The true Scranton-Wilkes-Barre area is exactly the same as it has always been. For 
statistical purposes the U.S. Census Bureau recently divided it into two county areas, 
but this did not change the geography. These counties are so closely allied that it is 
almost impossible to tell one from the other. There is no boundary line distribution- 
wise as the major chains and wholesalers will testify. 


The City of Scranton is larger than Wilkes-Barre. The two areas combined, 620,000 
population and 176,000 households, definitely makes this the THIRD MARKET in 
Pennsylvania and actually the 24th Metropolitan County area in the country. 
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Metropolitan Area advertising acceptance. Because of this dominant posi- 
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company, everything will be fine; the 
company’s lawyer won't challenge 
him. But sometimes he’ll say that 
something is bad. 

Howrey would have him give to 
the examiner and to the Commission 
the kind of confidential advice they 
now get from their counsel. It’s not 
certain that the lawver for a losing 
company would permit this. He might 
protest that examiners and commis- 
from the 
and demand that the econo 
mist speak his piece openly and then 
submit to cross examination, 


sioners must decide only 


re ord, 


as does 
any witness. 


The Big Questions 


The plan requires more thorough 
investigation by economists. How, it’s 
asked, will they get the information ? 
Will they subpoena files? In order to 
gain perspective on a case, will they 
subpoena companies not mentioned in 
the complaint but part of the land- 
scape? Or, do they know it all from 
stuff already made public? If so, 
could they persuade an appeals judge 
that their statistics are relevant? 

By taking economics into account, 
it might happen that one company 
would be enjoined and another per- 
mitted practices that are apparently 
identical, An exclusive dealership in 
one instance might bring a product 
to market, and in another it might 

small town. 
made. Excep 
To the 
dreary list of prohibitions, which the 
Clayton Act has Howrey’s 
proposals might add complicating ex 
ceptions 


fasten monopoly on a 
Exceptions would be 
tions tend to become precise. 


become. 
new defenses based on eco- 


A manufacturer un 
them 


nomic grounds. 
able to use 
more than ever 


would complain 


about the law’s un 
certainty. 

Those in sympathy with Howrey 
see it differently. They don’t accept 
as a foregone conclusion the fact that 
economic advice, when adverse, will 
be challenged; despite its novelty, it 
may be accepted as readily as legal 
advice is accepted at present. Even if 
it works out that way, the proposals 
can be carried out, though with 
greater difficulty. 

They look at the 


sions, which force 


Clayton Act de- 
a sales manage? 
to keep a lawyer next to him. What 
ever he wants to do, almost, carries 
the question of whether it’s against 
the law. It 
serve the ramifications of the Clayton 
Act and still compete. The new pro 
posals might change all that. Busi 
nessmen will welcome such a change. 

It’s clear that Howrey has tackled 
a tough job. It’s not one that’s 
easily completed. 


is sometimes hard to ob 
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Business leader in his community, your 
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He’s in the classified telephone direc- 
tory. General Offices, Broadview, Illinois. 
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Role-Playing: 


1, UNREHEARSED—BUT NOT UNPREPARED: If an experienced salesman is not 
expected to make a successful call withcut a plan of action, why throw a sales 
trainee (left) into a role-playing situation with the "buyer" (right) and look for 
results? Carborundum doesn't. It gives each trainee time te prepare. 


2. SALES TRAINEE listens and detects what he considers a weak- 3. NEXT THE PLAYBACK: What were the strengths and 
ness in the practice sale and makes a note of it. It's likely, too, that weaknesses of the sales presentation? They are listed side- 
he asks himself, "What would | have said?" “What would | have by-side on the blackboard. Neither buyer nor seller is criti- 


done under the same circumstances?” cized as an individual. Entire presentation is played back. 


4, WHAT THE BOSS SEES: W. J. Kingsley, (standing) ass't. mana- 5, NOW A REAL-LIFE BUYER: W. E. Henderson, (right) 
ger, Industrial Abrasive Sales Division, runs over the practice sale, purchasing agent, Chevrolet plant at Buffalo, listens to the 
appraises the favorable and unfavorable points, and the good ideas Cerborundum sales trainee tell his story. They're enacting 
and the questionable ones, In background: other executives. the kind of scene which takes place daily at Chevrolet. 
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A Realistic Technique for Sales Training 


Carborundum plants its sales trainees in the middle of a 


real-life sales situation—and !et's them struggle to work 


themselves out of it. Then come analysis and correction. 


BY CARL H. DEMMIN * Manager, Sales Training, The Carborundum Co. 


Within a couple ot weeks after 
Vhe Carborundum  Co., Niagara 
kalls, N.Y., had begun, in 1951, a 
comprehensive sales training program, 
it became apparent that the “sales- 
situation’ was evol\ ng as the out 
standing phase of training. 

So we re-scheduled the agenda for 
the week in order to devote more 
time to role-playing. Soon we began 
to discuss salesmanship and company 
brought into the 
sales situations. We learned, in fact, 
that many items of company policy 


executives were 


could be introduced to sales trainees 
more effectively when expressed in 
sales situations than when covered in 
lectures. 

To set the Stage tor a sales Situa 
tion, the training staff prepares a 
complete review of conditions of an 
actual sale. These are drawn from 
sales reports, sales engineering rec 
ords, statistical records and experi 
ences of company salesmen. 

It is important that the situation 
be realistic and that the conditions 


6 WHY IT WAS NO SALE: Henderson (left), who had briefed him- 
self before the Carborundum sales trainee made his presentation, 
explains for the benefit of all trainees what failed to click with him 


in the practice sales call. 
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involved be clearly understood. Any 
factors omitted will result in con 
unfold. It is 
necessary, therefore, that the back 
ground information be presented to 
the group in a manner that will en 
able everyone to visualize the posi 
tions of the “buyer” and “seller.” 
We are careful to review the con 


fusion as problems 


ditions in group discussion so that no 
misunderstandings exist. 

During the introduction to the 
situation, we interject mstruction on 
interview preparation, We review the 
method of obtaining an appointment 
with the buyer, and illustrate by spe 
cific example the value of assembling 
pertinent data for an interview. 

At the conclusion of the introduc- 
tion, two sales trainees, previously 
selected, engage in an unrehearsed 
role-playing situation, based on the 
established conditions. 

We recognize of course, that in 
dustrial product manutacturers otten 
maintain that their salesmen need a 
“special” type of training. They. be- 


lieve that the usual instruction con 
cerning “the approach,” “the presen 
tation,” “asking for the order,” ete. 
is inadequate, 

With approximately 35,000 differ 
ent standard items to sell—through a 
number of distribution channels—it 
is vital that Carborundum salesmen 
possess an exceptional degree of 
product knowledge. 

But this is not enough. It is more 
important that product knowledge be 
expressed by the salesmen in terms of 
customer benefit. 

In former years, education of a 
Carborundum — sales trainee — was 
largely restricted to product training. 
This program provided the beginning 
salesman with adequate knowledge of 
proper utilization, as well as poten 
tial use, of his products, but it did not 
teach him how to sell the products 
most effectively. 

In other words, he received sales 
manship training in a manner similar 
to that of field salesmen 
He gathered bits of knowledge in his 


by osmosis. 


7. HOW TO MECHANIZE SALES: Advertising Manager 
A. W. Cowles (left) explains to trainee how Carborundum's 
sdvertising and sales promotion program helps salesmen. The 


sales trainee will prevare a report for his training class. 
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There’s no other me- 
dium or combination 
of media that offers 
so much for so little. 


contacts with others who were either 
engaged in selling or closely related 
to it; he attended formal lectures on 
the subject; he participated in a pub- 
lic speaking course. 

Over a period of approximately 14 
months of training even under “hit- 
and-miss’” conditions he accumu- 
lated a surprising amount of “know- 
how.”’ However, there was something 
lacking. Maybe it was his inability to 
“be himself’’—to take advantage of 
his natural talents. Too often the 
trainee attempted to adopt his teach 
er’s style, or that of a successful sales- 
man with whom he came in contact. 

In the summer of 1951, we acted 
to insure better selling ability for 
Carborundum trainees, Management 
established a program whereby sales 
training was to provide, on a continu- 
ing basis, a reservoir of qualified 
salesmen to serve as replacements for 
retirements, promotions and the usual 
staff turnover. 

There were, at this time, 11 men 
in.training. Some were experienced 
shop men, some were experienced 
salesmen, and others were beginners 
in both fields. This seemed the time 
to initiate some ideas we had about 
salesmanship training. 

In consultation with sales manage- 
ment, a series of objectives was out- 
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lined, and an experimental plan 
placed in action. For the first four 
and one-half days of each week, 
trainees were to carry out training 
duties within divisions to which they 
were assigned: manufacturing; en- 
gineering; service; marketing; sales. 
Friday afternoon, however, all train- 
ees were to assemble in the sales train- 
ing conference room, for sales devel- 
opment sessions. 

The initial session was ambitious 


in scope: 


1. Rules and policies of the Sales 
Training Department. 


Review of objectives of Friday 
meetings. 


3. Written-report review. 
4. Oral reports on assignments. 


5. Discussions of sales management 
organization. 


6. Salesmanship films. 
7. Sales situation presentation. 


Within two weeks we decided to 
clear the Friday afternoon schedule 
for sales-situations. 


How Agenda Changed 


The removal of some relatively less 
important items from the agenda and 
the re-scheduling of some reports to 
another day of the week, made most 
of the afternoon available for sales 
situation training. 

We also discuss, at this session, 
company activities and policies. 

F. J. Tone, Jr., vice-president, 
Sales, says, “Teaching salesmanship is 
no easy problem, which probably ac- 
counts for the slow progress in this 
direction by industrial companies. I 
believe that the method of employing 
role-playing techniques in actual sales 
situations is the most effective method 
we have found to date for better 
equipping our sales trainees in the 
requirements of good salesmanship.” 

At present, we are considering in- 
creasing further the time allotted to 
salesmanship training. We now de- 
vote about 80% of the time to prod- 
uct knowledge and 20% to salesman- 
ship training, but believe that a 60% 
to 40% ratio would be more effec- 
tive. 

If, in addition to training our men 
in product knowledge and teaching 
them how to use this knowledge to 
serve customers, we give them experi- 
ence in solving typical sales situations, 
we believe we are sending into the 
field salesmen equipped to meet com- 
petition, 
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The Philadelphia Inquirer 


Chicag 


Daily ROP Color Rates 
Reduced 25% in 


Again, THE INQUIRER announces an important 


reduction in advertising rates for daily ROP color. 


New economies in mechanical processes make possible 
this second INQUIRER ROP color rate cut in two 
years. Now, at lower cost, you can get extra advertising 
results from color in The World's Greatest Industrial 


Area—fast-growing Delaware Valley, U.S.A. 


Here’s how daily ROP color premiums have been 
reduced: 2 or 3 colors and black is now $600 
compared to the old premium of $800; 1 color and 
black $450 instead of $600. Daily color is 
available in full-page units. 


Now you can make your advertising work even 
HARDER! Put it in color ...in THE INQUIRER... 
Philadelphia's first newspaper. And remember, daily full 


color is EXCLUSIVE in THE INQUIRER in Philadelphia. 
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Exclusive Advertising Representatives: 


GEORGE S. DIx 
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1127 Wilshire Boulevard, Los 
Michigan 0259 
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Garfield 1-7946 
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Your Stake in the 
Battle of Chief Joseph Dam 


The sales executive is on the hot seat of today's No. | eco- 


nomic controversy—trade or aid. In a world threatened by 


communism, will the textbook maxims on tariffs work now? 


BY A. G. MEZERIK 


Iver since the end of the war, 
teams of American business execu 
tives have been poking into European 
factories, having sessions with thei: 
opposite numbers in front offices, and 
making speeches to European Cham 
bers of Commerce. The purpose ot 
the visits, the conferences and the 
spee hes has been to help Europe to 
increase its ability to produce and 
sell—and in that way to diminish the 
need for American aid. 

Our Yankee 
have been good teachers for, some 
time back, the British said, in effect, 
“OR, we've learned now. Let's trade 
like you said. You buy more from 
us and we'll buy more from you. 
That increased trade will do away 
with the need for aid.” 


businessmen must 


Congress Got Nervous 


It seemed that we had won perfect 
agreement with the British as well as 
a new slogan, ‘““Trade Not Aid,” but 
did it please all Americans? Congress 
went into an immediate tizzy. Some 
labor unions, farm groups and busi- 
nessmen began a new bonus march 
to Washington demanding increased 
tariffis and higher trade barriers 
quite the opposite of freer trade. 

It soon became clear that the issue 
of aid or trade involves everybody, 
and most particularly it has singled 
out the sales executive who, as policy 
adviser, must answer an increasing 
barrage of questions from presidents, 
boards and stockholders. 

The sales executive has to find 
answers for those questions in terms 
ot: 


1. Self-preservation, of his product 
and his company, in the face of ex 


panded foreign competition. 


2. The possibilities for selling his 
own product profitably abroad. 


3, Reconciling his own interest to 


the bigger national interest. 


4. World - wide 


peace, 


prosperity and 


That covers a lot of territory and 
answers are not easy to find, as was 
seen in what is now becoming known 
as the battle of Chief Joseph Dam. 
The United States Government had 
asked for bids for the construction of 
a hydro station to be located at the 
dam on the Columbia River. The 
Sritish bid was the lowest, much 
lower than bids of American com 
petitors who, instead of cheering the 
eficient competition of the apt Brit- 
ish_ pupils, Washington 
yelling bloody murder. Moved off 
base by vociferous congressmen = as 
well as singed competitors, Washing- 
ton rejected the British bid and scur 
ried back into the safe, secure and 
protected womb of “Buy American.” 
This despite the fact that the Secre 
tary of Defense had initially and 
with appropriate military fanfare 
undertaken to guarantee that “com 
petitive bids from sources in the 
United States and friendly countries 
be considered on a common. basis.” 


rushed to 


Unhappy Pay-off 


The reaction from 
immediate. Said the Manchester 
“The next (American) 
businessman who comes here to tell 
us that we must be more willing to 
compete will make a laughing stock 
of himself. Willing to compete, in- 
deed!” And a_ prominent political 
figure, Sir Andrew McFadyear, 
added that the letter of rejection on 
the Chief Joseph Dam project ‘could 
legitimately be interpreted aS a mes- 
sage from President Eisenhower that 
there is a gulf between words and 
deeds, that the only specific he has 
for establishing a proper balance be- 
tween the dollar and sterling is re- 
peated doses of eyewash.” 


Europe was 


Guardian 


Resentment throughout Europe 
was deep and widespread. The Penta- 
gon, in charge of the contract, turned 
another somersault and awarded a 
smaller contract—a sort of consola- 
tion prize—to the British. But the 
fat was in the fire and the fire burns 
all too brightly. 

It. gets plenty of fuel. An after- 
math of that same Chief Joseph Dam 
incident came at Pittsburgh where a 
Westinghouse Electric official called 
a meeting, on company time, of the 
8,000 workers in his Industrial Prod- 
ucts Division. He prodded his em- 
ployes to write to their congressmen 
to urge that something be done to 
stop foreign competition. The basis 
for this was that $7 million of busi- 
ness has gone, since the end of 1951, 
to foreign countries who have under- 
bid Westinghouse. 

If the Industrial Products Division 
is Westinghouse’s right hand it can’t 
be aware of what the left hand is 
doing. Westinghouse operates all over 
the world—even in China. Electrical 
goods and appliances are among the 
biggest in percentage and dollar vol- 
ume of our exports. Two examples: 
13.607 of all refrigeration production 
was exported in 1951; $70 million of 
radios and radio parts were shipped 
abroad that same vear. 


Which to Believe 


Europeans add up the figures and 
are frustrated, especially when they 
contemplate the backing and filling 
of a Congress which, most of the 
time, seems to have lost all sense of 
reality about trade policies. 

To the European — and to some 
equally puzzled Americans — the 
Congress appears most receptive to 
those who want higher tariffs and 
more restrictions. This is especially 
confusing since the Administration 
wants lower tariffs and the Adminis 
tration is presumably as Republican 
as the majority in Congress. The ex 
planation: the attitude of the Repub- 
lican Adrninistration has changed, 
but the attitude of the Republicans 
in Congress has not. 

Our basic tariff law was passed in 
1930 by a Republican Congress. It 
was the highest tariff in history. 
When the Reciprocal Trade Agree- 
ment Act—the present keystone of 
Administration policy—first came up 
in 19%4, 99 Republicans in the House 
voted against it and only 2 favored 
it. In the Senate the vote was 28 to 5. 
Republicans favored high tariffs up 
to World War II. 

Only after the war, when other 
countries had little to sell, did the 
GOP Congressmen support this bill, 
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and then only because it contained 
the “peril-point’ clause, which ne- 
gated a large part of the Act. The 
vote to destroy the non-partisan com- 
position of the Tariff Commission 
and change it so that it would have 
a majority of Republicans (inter- 
preted universally as protectionists ) 
was 200 Republicans for and only 6 
against. ; 
It is, therefore, not too surprising 
that numbers of Republican Con- 
gressmen are receptive to arguments 
of spokesmen—recruited from  busi- 
ness and labor—for those who want 
higher tariffs and more restrictions. 
In the abstract—and by resolution 
the steel workers, like the rest of 
the unions in the CIO, are lined up 
for freer trade, not against it. But 
the steel workers have come up for 
higher tariffs on lead and zinc. 
Most of the advocates of more 
protection are in the extractive and 
the less mechanized industries, in 
which hand labor is a decisive cost 
tactor. 


Who Wants Protection? 


The U.S. Tariff Commission has 
received pleas under the “peril 
points” clause for higher import du- 
ties on the following products: toys, 
lace, felt hat bodies, stem glassware, 
pottery and watches. 

Labor historically has feared com 
petition of the low wages paid in 
other countries. So it is not surprising 
that the A F of L Hatters, Cap and 
Millinery Workers want tariffs high 
enough to bar foreign women’s felt 
hat bodies. 

Tariffs are, of course, only one of 
many types of trade restrictions, yet 
tariffs have to be seen in many con 
texts. The school books told us that 
an important consideration of tariff 
was revenue but, as revenue, the S600 
million paid annually in duties is a 
drop in the national bucket. Tariffs 
are protection for infant industry 
but, in our time we use other means 
to bar that competition which might 
interfere with the few industries we 
need to nurture. Tariffs are supposed 
] 


also to control competition trom tor 
eign sources but only one eighth ol 
our imports $1.4 billion out of SII 
billion—are products which ever com 
pete with those of U.S. manufa 
turers. 

Tariff considerations present many 
dilemmas. Wine growers, for exam 
ple, admit that on some vintages they 
do not have any product comparable 
to that bottled in France or Italy, 
but they want h gher tariffs anyway. 
The cotton textile business is part of 
an industry which annually exports 
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MANY BUSINESS MEN ‘WANT LOWER TARIFFS 


OW | Svvineniet 


A poll of industrial purchasing agents by Purchasing 
Magazine this Spring found only 19% who believe that 
the “Buy American” act is consistent with our announced 
policy of trade. 


89% favored further action by the U.S. toward lowering 
trade barriers and taking the leadership in encouraging 
greater two-way interna- 
tional commerce. When 
asked what steps should be 
taken now, they answered: 


ELIMINATION GRADUAL UNILATERAL NEGOTIATED REDUCTIONS 
OF ALL TARIFFS REDUCTION ACROSS THE ON A COMMODITY.-BY 
BOARD COMMODITY, COUNTRY 
BY-COUNTRY, BASIS 


THE LEADERS IN WORLD TRADE 


The 10 nations leading in total world trade (exports plus imports) 
are, in percentage of the total: 


__ IMPORTS EXPORTS 


| 18.85 % 


$$ $_$_$___ —_—______—___- 


UNITED KINGDOM 
& DEPENDENCIES 


UNITED STATES 


| 14.87% 


GERMANY | 
(Federal Republic) 


NETHERLANDS 


BELGIUM- 
LUXEMBOURG 


AUSTRALIA | 2.71% 
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more than 3 million bales of Ameri- 
can cotton. That is 41.59% of all the 
raw cotton produced and it is trade 
worth $1 billion and more. To raise 
tariffs on textiles might threaten that 
business and create new foreign com- 
petition for finished textiles. 

Most obvious contradiction is that, 
with our own tariff walls high, the 
rest of the world cannot get the 
dollars with which to buy from us, 
and important parts of the American 
economic system naturally produce 
surpluses the only outlet for which is 
in foreign markets, 


Not All Agree 


Even without raising them higher, 
United 
caused sharp protest from other coun- 
tries. Not long ago the United States 
had placed restrictions on imports of 
dairy products (and we did it when 
we were exporting more cheese than 
we imported). Twelve countries pro- 
tested. 

A growing number of prominent 
American businessmen are attempting 
to work out new economic equa- 
tions which will encompass political 
realities. They point out that the 
desirability of protecting those Ameri- 
cans who make cheese or hats is easily 
understood, but they ask whether that 
is aS important as maintaining the 
ability of all other Americans to 
trade with the world. The sum total 
of all the business being done in and 
out of the United States by the most 
protec ted much 
more than the value of our exports of 
wheat, cotton and tobacco. Are briar 
pipes as vital to the national interest 
as winning or keeping international 
friendship? The problem is to find 
a way by which 
which are hurt because of the na- 
tional interest can be compensated. 

Many American businessmen are 
deeply concerned with finding an- 
swers to these questions. They be 
lieve that national interest is tied in 
with freer trade. Of this group, 
Henry Ford II has, perhaps, attracted 
the most attention with his proposal 
that all tariffs on automobiles be 
abolished. Thomas J. Watson, Jr., 
Harvey Firestone, Jr., John S. Cole- 
man, David Sarnoff, Benjamin Fair- 
less and James A. Farley are some of 
the well-known figures who, as part 
of the United States Council of the 
International Chamber of Commerce, 
have advocated that American tariffs 


be cut unilaterally by a minimum of 
) 
LU%. 


States trade barriers have 


industries is not 


those industries 


The Council on Foreign Relations 
recently queried 825 men, considered 
leading citizens in 25 cities. Their 


answers were overwhelmingly for tat 
iff reduction and fewer. restrictions. 
Similar attitudes have been registered 
by the Committee for Economic De- 
velopment, the National Foreign 
Trade Council and, most impor 
tant, by the United States Chambet 
of Commerce, historically protection- 
ist, which recently endorsed a liberal 
trade policy. 

Most recent to come over to the 
liberal trade side is the National As- 
sociation of Manufacturers, The new 
attitudes reflect changes in the busi 
ness climate; they reflect, too, the 
learning of a lesson. If a man who 
gets $10 a day can produce more 
than 10 men getting $1 per day can 
produce in other countries, low wages 
cannot be troublesome competition 
(and mass production has_ proved 
this). 

Foreign businessmen believe that 
they are out on a limb. Facing the 
ever-present threat of higher duties, 
they are unwilling to undertake pro- 
motional or advertising activities in 
this country. Members of the four 
teams of American sales executives 
who have toured Europe under the 
auspices of National Sales Executives 
found such evidence in a score of 
cities. 


“Buy American Act" 


Tariffs get most of the headlines, 
but tariffs are not the most impor 
tant deterrent to trade. On the books 
now is the “Buy American Act” 
the relic of Democrat NRA days 
under which foreign goods are arbi 
trarily barred. Quota systems have 
been written into defense acts, under 
which government bureaus and de- 
partments rule on whether or not 
imports can get in. There are also 
customs procedures, consular formali- 
ties and many rules, decrees, devices 
and laws by which foreign products 
can be, and are, excluded. This Con- 
gress and the past three Congresses 
have refused to act on customs sim- 
plification although a new bill had 
been urged by the Democratic Ad- 
ministration, and is supported by 
President Eisenhower. 

The Public Advisory Board for 
Mutual Security in its report to the 
President sums up 
follows: 


restrictions as 


1. The complexities of the present 
tariff law discourage other nations 
from selling goods in our markets. 

5 S 


2. The United States is giving bil 
lions of dollars in aid to put Europe 
on a paying basis, yet it has added a 
rider to the Defense Production Act 
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mbargoing imports otf a number of 
agricultural products. 


3. We provide loans and technical 
assistance for the underdeveloped na- 
tions of the world, yet we levy pen 

duties on the processing of the 
materials they sell to this coun 


The United States insists on 

ty controls on exports trom out 
allies to the communist world, yet it 
constricts the United States market 
which, were it available to friendly 
ountries, would decrease theit trade 
dependence on Soviet countries. If 
United States aid to foreign nations 
s decreased at the same time that we 
raise more barriers to the entry of 
goods, logic dictates that more trade 
between the East and West. will 
result. 


Whether or not Europe undertakes 
large-scale trade with the Soviet coun- 
tries partially depends, apparently, on 
whether the American market will be 
opened to Europe. Sut Americans, 
as they lower restrictions, have the 
right to ask Europe to do the same. 


Others Discriminate, too 


The United States is not the only 
inventor or user of trade restrictions. 
european countries are experts at 
keep ng out the other fellow’s goods 
while getting favored markets for 
their own products. Devaluation, as 
practiced by Great Britain, might be 
abandoned now in favor of the kind 
of efficient competition demonstrated 
at Chief Joseph Dam. Governments 
that control trade as they do armies 

that use trade for punitive pur- 
poses could agree not to use state- 
owned trading subsidiaries as dump- 
ing agencies. Restrictions such as im 
port and exchange quotas, monetary 
manipulations, two price systems, 
etc., characterize our world neigh 
bors. 

These restrictions, along with our 
own, can be negotiated out by treaty. 
The Benelux Agreement was a_be- 
ginning along these lines as is the 
European Steel Community, but both 
of these are exclusively European. 
Similarly, there is the Dutch pro 
posal for a European Customs Union. 
The International Wheat Agreement 
and the General Agreement on ‘Tat 
iffs and Trade (GATT) affect the 
entire world. GATT (proposed b, 
businessmen) is a sample of what can 
be done when nations work together 
to make trade possible and easier. 

The United States can no longer 
live inside the restrictive insulated 
trading philosophy of the thirties. For 
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one thing that policy will ruin out 
farmers and exporters of agricultural 
produce. In 1951, 13 cents of every 
dollar received by United States 
farmers came from farm exports. By 
1952, the value of United States 
agricultural exports had declined by 
15%. Exports are now declining even 
more rapidly. Meanwhile surpluses 
of agricultural products, which have 
been big, grow bigger, making ever 
more imminent an American farm de 
pression brought about by a glut over- 
hanging the domestic market. If the 
farmers are to avoid that depression, 


(1) America must take more imports 
so that foreign countries will have 
dollars with which to buy our agri- 
cultural exports, or (2) the United 
States has to buy the produce of 
American farmers and give it away 
abroad, making all Americans carry 
the load via tax levies. 

In all this, the role of the business- 
man is vital since more than anyone 
else he will find the old ‘Every- 
man-for-himself” policy, plus aug- 
mented give away programs, expen- 
sive. United States exports of manu- 
factured goods, including industrial 


DUNCAN HINES USES THE RIGHT RECIPE 


FOR QUICK RESULTS IN ST. PAUL 


A vital ingredient in the fast rise of Duncan Hines Cake 
Mix consumer popularity in the St. Paul area is the effective 
measure of advertising being used in the ONLY newspapers that 
blanket this prosperous market—the St. Paul Dispatch-Pioneer 
Press. 

In the rich St. Paul market, where 73.9% of the women 
buy cake mixes, Duncan Hines mix appeared on grocers’ shelves 
for the first time in 1951, and rose to 21.8% consumer prefer- 
ence in two short years. Well worth remembering is the signifi- 
cant fact that the Duncan Hines rise in popularity followed on 
the heels of an extensive, consistent advertising campaign in the 
Dispatch-Pioneer Press. Here is the Duncan Hines success story 
as it is graphically told in the 1953 St. Paul Consumer Analysis 
Survey: 


CUSTOMER BRAND PREFERENCE IN ST. PAUL 


1953 1952 1951 
Brand A ada 35.5% 26.6"; 23.0% 
Duncan Hines 5 so 3.0 
Brand C hy Fo ey 16.5 21.1 23.4 
Brand D . 10.3 10.3 8.6 


The FULL St. Paul market story is to be found in the St. 
Paul Consumer Analysis Survey, which provides complete in- 
formation on brand preferences and buying habits for many 
types of products in this vital market. If you desire a copy, con- 
tact your Ridder-Johns representative or write Consumer Analysis, 


Dept. D. 


Representatives 
RIDDER-JOHNS, INC. 
NEW YORK 
CHICAGO 
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equipment, tarm machinery and 
transportation brought American 
businessmen more than $10 billion in 
1951. 

American businessmen, reacting to 
the same logic of events which caused 
the Republican Administration to 
adopt the policy of ‘“Trade Not Aid,” 
seem to be headed for much larger 
participation in world commerce. As 
that happens, foreign trade will not 
be left to the large corporations. 
Middle-size and smaller corporations 
will think increasingly in terms of 
international selling. Since American 
possibilities in world trade are condi- 
tioned by legislative actions in almost 
every country, American businessmen 
are going to learn what governments 
are doing, have done and are likely 
to do. 

For businessmen the stakes here 
are big and not all obvious. Head- 
lines are beginning to shout that 
“Trade Dollar Gap Levels Off.” 
What that means is that other coun- 
tries are buying less from us and we 
are buying less from them. The ulti- 
mate in that direction will be when 
they and we stop trading entirely. 
That will be a perfect closing of the 
dollar gap. The example reduces the 
problem to absurdity, but it makes 
the point that when we reduce the 
dollar gap by less trading we move 
toward the balance of contraction, 
not expansion. It is the balance of 
depression, not the dynamic of pros- 
perity. 


Four-Point Program 


That would necessitate a program 
which included: 


1. The renewal without amend- 
ment of the Reciprocal Trade Agree- 
ment Act. 


2. The repeal of the Buy Ameri- 
can Act. 


3. The reduction or elimination of 
tariffs on everything not connected 
with national defense. 


+. Help for every American busi- 
ness which is hurt in the process of 
obtaining the free trade necessary for 
world-wide prosperity. 


If we carry out that program, the 
United States can become the free 
market which England was in the 
19th century. Producers throughout 
the world will use the United States 
as their own national market, and the 
price of this will be that the manu- 
facturers and the farmers of the 
United States can use the world as 
their own market. No more con- 
structive outlet for our enormous 
productive powers can be visualized. 
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We Can Help You Build Your 


Warehouse or Sales Office 
in Central BIRMINGHAM 


FRIGIDAIRE 


Birmingham geographic and distribution center 
of the South — is the logical location for serving South- 
ern markets. From Birmingham the average distance 
to other major buying centers in the Southern states 
is shorter than from any other city in this region. This 
means shorter hauls, faster shipments, substantial 
freight rate savings. This is why so many companies 
have placed warehouses and sales offices here. If you 
are planning to do likewise but do not w'sh to invest 
capital in a building, our Committee can help you. 


As an illustration of what will be done by 
landlords and realtors to assist, we cite the 
activities of Birmingham Realty Company. 
This large realty holding company is a suc- 
cessor to the Elyton Land Company, which 
founded Birmingham. It owns a substantial 
amount of lands available for development. 
It has made long-term land leases and con- 
structed buildings on its own properties for 
many enterprises, and will negotiate through 
responsible real estate firms for the develop- 
ment of its properties to be occupied by 
established businesses or manufacturers. 


* 


ears 


Pictured ore the modern warehouse of the Frigidaire 
Sales Corporation and the office of the General Motors 
Acceptance Corporation erected by Birmingham Realty 
Company. 


Among the firms for which it has built ware- 
houses or sales offices on close-in or outlying 
sites are: Frigidaire Sales Corporation, Gen- 
eral Electric Company, General Motors Ac- 
ceptance Corporation, Ingersoll Rand Com- 
pany, White Motor Company, Sears Roebuck 
Company, Standard Brands Incorporated, 
Renard Linoleum & Rug Company, Ward 
Baking Company. 

Birmingham has many substantial real 
estate firms which are thoroughly experienced 
in all phases of constructing and financing 
offices, warehouses, etc. All of these firms 
cooperate with those who wish to take advan- 
tage of Birmingham's strategic location as 
the South's distribution center. 
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The Birmingham Committee of 100 will work with you 


maigrl EN . in finding a desirable location for your warehouse or 
‘ sales office and arranging through local realtors for 
the erection of a building according to your specifica- 
tions. Address inquiries to this Committee or any of 
its undersigned members. 


IRMINGHAM 
OMMITTEE OF 100 


1914 Sixth Ave., N., Birmingham, Ala. 


Executive Committee 
Thomas W. Martin 
Chawmen of the Board 
Alabama Power Co 


Gordon Persons 
Governor of Alabama 


john $ Coleman 
President 
Bumingham Trust 
National Bank 


William P. Engel 
Engel Companies 


Clarence 8. Hanson, jr 
Publisher 
The Birmingham News 


4. C. Persons Pratt Rather 
Chaewman of the Board President 
Southern Netural Ges Co 


Mervyn H. Sterne 
Sterne, Agee & Leach 


First National Bank 
W. W French, Jr. 


President 
Moore Handley 
Hardware Co 


A. Vv. Wiebe! 
President 

Tenn. Coal & won Div. 
United States Steel Co, 


Jom E. Urquhart 
Presdent 
Woodward tron Co 


£. L Norton 
Vice Chawman 
Coose River Newsprint Co 


Claude S. Lawson 
President 
US Pwe & Foundry Co 


Donald Comer 
Chawman Exec Com 
Avondale Mills 


Isadore Pizitz 
Prosdent, Piaitsz 


Frank E. Spain 


Attorney 
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salesmen must see to sell! 


ORDERS FOR YOU 


Despite the wide variety of titles, the men behind these stencils 
have one thing in common: they are all industrial executives who 
decide what and where to buy for industry. 


HOW TO IDENTIFY THESE MEN 


Your salesmen know it isn’t easy to identify these men. Titles 
are of little help. Not only do titles vary from plant to plant and 
from industry to industry ... but very often titles and buying in- 
fluence simply do not go together. That’s why your salesmen go 
behind the titles, making repeated personal calls, to find the right 
combination of key executives in every plant they sell to. 


A BASIC SALES-CONTACT PRINCIPLE APPLIED TO CIRCULATION 


MILL & FACTORY uses this same sound sales-contact principle to 
build and maintain its circulation. A nation-wide staff of 1,645 
industrial sales engineers hand-picks every MILL & FACTORY 
reader. Only after repeated sales calls have proved that a man 
exerts strong buying influence is he added to the MILL & FACTORY 
circulation list. And every copy going to these men is paid for. 

Thus MILL & FACTORY carries your advertising message directly 
to the right combination of industrial executives—regardless of 
title... the same men your salesmen must see to sell. And a day- 
to-day check keeps this buying combination up-to-date. 


BULLS-EYE COVERAGE PROVED BY ACTUAL TEST 


Industrial marketers have proved the strength of MILL & 
FACTORY’s unique circulation method for themselves by surveys on 
their own salesmen’s call lists. They found 
that MILL & FACTORY reaches the men their 
salesmen must see to sell. Further — these . , 
surveys show that a large proportion of Mill A hactorv 
these MILL & FACTORY readers of proved Z 
buying power are not reached by any other 
one industrial magazine. 

You owe it to yourself to get full facts 
on this unique circulation plan — ask your 
MILL & FACTORY representative. 
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How Do Your Industrial Salesmen 
Rate on these Seven Points? 


Each sales trainee comes to you with education 
and achievement which differs from other prospec- 
tive salesmen. Before you can successfully teach, 
you must learn what each trainee knows—or does 


not know—about your key subjects. Kenneth Law- 


What Trainees 
Know about: 


1. The Company 
Its history, 
organization, 
policies, views. 


Basic facts re: credit 
terms, routine, policies; 
has employe attitude. 


Little or 
knowledge 


working 


. The Product's 
construction, sales 
features and uses. 


line; 
with 


General grasp of 
fair acquaintance 
product features 


Little or 
knowledge 


working 


. The Customer 
His products, 
his problems, 
processes. 


Knows common uses of 
product as sold to most 
customers 


Little or 
knowledge 


working 


. Competition 
Products, 
practices, 
progress. 


Knows only 
characteristics of com- 
petitor'’s products; uses 
standard comparisons 


general 
Little or 
knowledge 


working 


- Salesmanship 
Ability to 
influence 
customers. 


Makes calls, takes orders, 
gets some business; not 
a good salesman 


Little or 
knowledge. 


working 


6. Engineering 
Training or 
experience, 
theory, skill. 


Understands technical 
terms, has ‘‘know-how''; 
may be skilled in some 
operations 


Little or 
or skill, 


no knowledge 


. Business, 
Economics 
Training or 
experience, 
theory, facts. 


Talks business language 
enough to handle rou- 
tine matters. 


Little or no 
knowledge. 


working 


yer, Chairman, Marketing & Merchandising, School 


of Business, Western Reserve University, Cleveland, 


offers a check sheet to serve as the basis for grad- 


ing trainees on seven areas of knowledge and 


skill. You rate five ways. 


Adequate 


Operates well, within 
limits; knows when to 
ask for help; avoids 


trouble in the field. 


Fair knowledge of most 
products; talks selling 
points, features, intelli- 
gently 


Knows all general uses; 
familiar with some spe- 
cial applications 


Uses logical arqument 
and undeniable facts in 
defending own products 
vs. competition 


Creates good impression; 
sells steadily; average 
Sales record and ability 


Practical engineer; short 
on theory, principles; 
handles routine prob- 
lems well. 


Reasonable business 
judgment; aware of eco- 
nomic developments, 
causes, little training. 


Excellent 


Knows details of his- 
tory, policies, terms; can 
explain and use; does 
not interpret or take 
initiative in problems 


Practical selling knowl 
edge of most products; 
well - posted; confident, 
inspires trust. 


Knows all general uses 
well, knows most of 
special applications, can 
suggest applications. 


Knows relative merits 
fairly well; can make 
comparative statements 
effectively, authoritative- 
ly. 


Knows how to sell; can 
handle individuals effec- 
tively; a very good sales- 
man; speaks well. 


Enlightened ‘‘practical’’ 
engineer, or trained en- 
gineer but with static 
viewpoint, not creative. 


Good understanding of 
economic principles; 
knowledge of business 
organization, relation- 
ships. 


Appreciates history, un- 
derstands policies thor- 
oughly; comprehends and 
justifies routine; execu- 
tive viewpoint. 


Excellent technical 
knowledge of materials, 
production methods, 
construction, all items; 
an authority on product 


Thoroughly acquainted 
with all general and spe- 
cial problems and uses 
by all possible custom- 
ers; an advisor, coun- 
selor. 


Extensive knowledge of 
competing items; mate- 
rials, construction, etc., 
knows policies, antici- 
pates plans. 


Comprehensive knowledge 
of salesmanship; very 
effective with both in- 
dividuals and groups; 
excellent speaker. 


Trained engineer with 
specialized experience; 
broad _ understanding, 
ability to solve advanced 
production problems. 


Working knowledge of 
economic theory, broad 
business training, prac- 
tical experience. 
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CLEANING 
COmMPOUNP 


Kelite 
found the key 
to better packaging 
with 


RHEEMCOTE POSTER DRUMS 


It’s no secret when Kelite Products, Inc., ship their cleaning 
compounds to their growing list of customers ... because these chemical 
compounds are shipped in colorful, Rheemcote lithographed Poster 
Drums. These drums provide both a safe, sturdy container and 
brand and trade-mark identification. 
Rheemcote containers can be lithographed in any number of 
colors, any design, including halftones. The high-gloss finish is tough, 
long-lasting. When necessary, interiors can be roller-coated 
with special protective lacquers. 
If your product is shipped in steel containers, let Rheem show you 
the way to added prestige and profit...with Rheemcote Poster Drums. 
Write for free colorful booklet on this powerful new advertising 
medium. Rheem Manufacturing Company, 4361 Firestone Boulevard, 
South Gate, California. 


: Rreemcat drums 


RHEEM MANUFACTURING COMPANY - Manufacturing Plants in 22 Cities Around the World 


PLANTS ANDO OFFICES: BURLINGTON, LINDEN, NEW JERSEY @¢ CHICAGO, ILL ® HOUSTON, TEXAS © NEW ORLEANS. LA 

NEWARK, RICHMOND, SAN FRANCISCO, SAN PABLO, SOUTH GATE, CALIF © SPARROWS POINT, MD. © FOREIGN PLANTS: BRISBANE 

MELBOURNE, SYDNEY, AUSTRALIA @ BRISTOL, UNITED KINGDOM ° BUENOS AIRES, ARGENTINA . HAMILTON, ONTARIO 
RIO DE JANEIRO, BRAZIL © MILAN, ITALY © SINGAPORE 


©1083, RHEEM MFG. CO. 


°e NEW YORK, WN Vv 
FREMANTLE, 
- LIMA, PERU 


How BIG is the LIFE market? 


The market LIFE reaches with a single issue (11,880,000 households*) 
is big enough, all by itself, to consume the entire yearly 


production of most brands, many manufacturers, many entire industries. 


*From: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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For example, in major appliances: 


If, this year, the makers of home freezers sold a 
new freezer to just one out of every 10 of the house- 
holds reached by a single issue of LIFE, sales to 
this group alone would considerably exceed the 
1952 retail sales of all home freezer manufacturers. 


Because LIFE is so big nationally, it is a tremen- 
dous sales power locally. 

Appliance manufacturers know this. In 1952, they 
spent $7,181,939 for advertising in LIFE—more 
dollars for selling than in any other magazine. ** 

Distributors are well aware of this. Last year 13 
major outfits, representing every section of the 
country, sponsored LIFE promotions among their 
313 dealers. 

Retailers see LIF E’s impact at first hand. In 1952, 
nearly 2800 of them ran store-wide ‘‘ Advertised-in- 


**Source: P. 1. B., gross figures 


For example, in small appliances: 


If, this year, the manufacturers of electric toasters 
sold only one toaster to just one out of every three 
households reached by a single issue of LIFE, sales 
to this group alone would exceed the entire 1952 
toaster sales of all manufacturers combined. 


LIFE” promotions. And figures for 1953 already 
indicate that nearly twice this number plan pro- 
motions this year. 


Straight down the line, more and more appliance 
men are finding out what the LIFE market means 
to them. To further this realization, LIFE main- 
tains a staff of retail representatives who make 
thousands of personal calls yearly on the nation’s 
retailers and wholesalers explaining in detail how 
national advertising helps make local sales. 
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FULLY STOCKED SHELVES JUMP SALES 22% 


NORMAL 
STOCKING $ 


3090 


Visualized and Designed 
by Hile-Damroth, Inc. 


Does it pay to have your salesmen spend time arranging for better—and 
full—shelf display in food stores? 

It certainly does. Sales jump 22% for the average item if shelves are kept 
filled. While the tests were made in food stores, the results should be 
equally good in other stores, especially on items where impulse buying 
is important. 

Careful checks were made in 7 eastern food markets of the ditterensh 
over 2-week periods in ‘normal’ stocks as against reasonably full stocks. 
The only difference was in the number of packages stocked; no more shelf 
space was given; no special displays were used; no price reductions were 


offered. 


SHELVES KEPT % CHANGE 


FULLY STOCKED $ 


3576 
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242 


286 


122 


153 


453 


535 


887 


". ' 339 


In practically every instance dollar sales increased more than unit sales. 


This emphasizes the particular importance of adequate shelf stocks to the makers of quality products. 
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THE DETROIT NEWS 
Circulation= 

Weekdays and Sunday= 
Is Largest of ALL 


@ from ABC Publishers’ Statements for six months period ending March 31, 1953 


WEEKDAYS.......cIRCULATION 
NEWS | prec — 


City Circulation 305,377 221,106 284,380 
RETAIL TRADING AREA . . 434,423 306,048 371,501 ..THE NEWS’ LEAD IN 
TOTAL CIRCULATION . .. 450,054 394,302 402,888 ee ere en Oe 


——_—n 
ne 


SUNDAY.........CIRCULATION 


NEWS basa Times 


City Circulation 324,453 184,662 258,845 
RETAIL TRADING AREA . . 486,856 285,300 378,205 . .THE NEWS’ LEAD IN 
TOTAL CIRCULATION .. . 552,238 438,685 548,522 ee SOOT SETRE, (ASINS AREA 


ee 
108,631 _......... 


The Detroit News 


THE HOME NEWSPAPER 


@ Publishes Practically as Much Advertising Linage as Both Other Detroit Newspapers Combined 
Eastern Offices: 110 E.42nd St., New York 17 —under management of A.H. KUCH @ Western Offices: JOHNE.LUTZCO., Tribune Tower, Chicago 
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‘51 WAS THE DRINKINGEST YEAR 


1951—105 DRINKS 


) a @ 1952—98 DRINKS 
193.8 / 4 
MILLION GALLONS 183.7 
IN 1951 MILLION GALLONS 
IN 1952 


Last year we consumed 183.7 million gallons Assuming that we gave ourselves generous 
of hard liquor (the legal ‘kind), a decline of ounce-and-a-half helpings, and allowing for 
5.2% from the 1951 gallonage of 193.8 population change, this means that man, 
millions. woman and child we averaged: 


BY TYPES OF LIQUOR, AND REDUCED TO SINGLE DRINKS, WE CONSUMED IN 1952: 


DOMESTIC 
WHISKEYS 
73 DRINKS 


CANADIAN 
9 DRINKS 


53% 


INCREASE 


GIN 
8 DRINKS 


ALL OTHER 
8 DRINKS 


The greatest upturn in recent 
years has been in Canadian 
} whiskeys, with the con- 
sumption increasing 53% 
m last year over 1949. 


Blended brands decreased at the expense of 
straights, especially in the South, Midwest and Far 
West, but, despite this, blends account for half. of 


t 


the total liquor volume. 


Vodkas, not Soviet brands, have been increasing in 


popularity and now almost equal the rum volume. 
PICTOGRAPH BY 


Soles Monanemenl 


7-15-53 Source: True Magazine Annual Report of the Liquor Market 
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In March and April, ABP said... ALL. GOOD SELLING IS SPECIALIZED In September and October, ABP said... 
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Is true: business papers are as precisely specialized 
as business itself. They cover every field, go where every 
product's made or bought or sold. In every market, they 
pick out the specific prospects for specific products 


It’s much more than a matter of circulation. For 
business papers specialize editorially, too. They prime 
the reader with facts about his own special business 
when his mind’s on business—send him to the adver- 
lising pages to find the products, materials and services 
he needs. Jt’s a job no other media does—or can do. 


More and more advertisers are recognizing this fact. 
It's one of the reasons why they're spending close to 
$350 million in business paper advertising this year... 
55°% more than three short years ago. 


Whatever you make that business buys or uses or 
sells .. . you can move it faster — for less — if you adver- 
lise it first in the right list of business papers. 


In November and December, ABP said... How do you decide which business papers to use ? 


ALL GOOD SELLING IS SPECIALIZED Most advertisers agree on this point: advertising value 
stems from editorial value. Good editing draws readers, 
holds their interest, builds a keenly receptive climate for 
advertising 


e 
SDECIA liz AS One good measure of reader interest is paid circulation; 


people will pay only for what they choose to read. 


All ABP papers are “paid” papers — members of the 
ABC. Well over two million subscribers spend close to 


busin CSS — $9,000,000 a year to get them. That's one more good 
reason why it’s worth your while to look for the ABP 


and ABC symbols when you're picking business papers 


In planning your business paper campaign, you'll find prac- 
tical help in ABP’s many aids. Here are some of them. Send 
for the ones you want. 


20 POINTS—fundamentals of good business paper ads 


AWARDS FOR ADVERTISING IN MERCHANDISING PUBLICATIONS 
techniques for effective dealer advertising. 


AWARDS FOR ADVERTISING IN INDUSTRIAL, PROFESSIONAL 
AND INSTITUTIONAL PUBLICATIONS—guides to effective business 
paper advertising. 


INTENSIVE ADVERTISING —how to sell in print. 
COPY THAT CLICKS—copy angles that get readership. 
HIT THE ROAD—digging for copy facts. 


LEADING BUSINESS PAPER ADVERTISERS—a report on who's 
spending how much. 


A SURVEY OF DEALERS—what dealers want to know. 


AGENDA: TO KEEP BUSINESS OUT OF THE DOG HOUSE—selling 
the man who OK’s the budget. 


THE MAN IN THE MIDDLE —a series on how to advertise to the dealer. 


ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1916 


ALL GOOD SELLING IS SPECIALIZED 205 East 42nd Street, New York 17, N.Y. MUrray Hill 6-4980 
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THE LIFE CYCLE OF TOURIST DOLLARS 


According to the Hawaii Visitors Bureau, the 


THE TOURIST DOLLAR Tie Ah ches inn Mewrsett $29,000,000 spent in the islands by visitors in 
to be spent amakk 1952 multiplied themselves 155% during the 
year and were turned into $72,000,000 of local 

business. 


This 60% stays in Hawaii 
to be spent again. 


1 
This 40% goes back to the 
mainland for more goods 
and Federal taxes. 


This 40% goes back to the 
mainland for more goods 
and Federal taxes. 


ma This 60% stays in Hawaii 
to be spent again. 


eee ata, This 40% goes back to the 
twaresevaeaevons Walt | | [ot eerenceeerens ¢ ™ mainland for more goods == 40% 
l __—— 5 


——— es Gtssassceiogs and Federal taxes. 


The same principle applies to tourist spending on the mainland. Expenditures 
in hotels and tourist camps have been divided by the population to show per 
capita receipts, but as the Hawaii study points out, each of these dollars is 
multiplied through added local business. 


PER CAPITA RECEIPTS 
HOTELS AND TOURIST CAMPS 


—_— 


$16.00 
NEW 
ENGLAND 


$22.00 
PACIFIC 


$21.00 
MID ATLANTIC 


$14.00 
E. N. CENTRAL 


$13.00 


$30.00 W. N. CENTRAL 


MOUNTAIN 


ef $15.00 
S. ATLANTIC 


$7.00 
.$. CENTRAL 


$8.00 
W. S. CENTRAL : 


PICTOGRAPH BY 


Salt Monagseneal 


7-15-53 Sources: Hawaii Visitors Bureau and Bureau of the Census, 1950 


‘THE “SELLING’ MARKET IS HERE 


- « » WE MUST ASSIST OUR SALES FORCES’’ 


my f 


’ 
Pee on 


fre PORT-A-VIEW 


for 35mm. color slides 


makes New Sales, More Sales 


Are you ready for the aggressive ‘‘selling’’ market 
industry leaders are telling us about? Would you 
like to be sure that the sales program you so care 
fully planned . will be 
presented exactly as you want it at the buyer's desk? 


Here is the perfect visual sales medium to tell 


your story in color—clearly, brilliantly, more effec- 
tively. Equip each of your salesmen with this light- 
only 4 lbs.), portable “sales manager.’ The 
FR PORT-A-VIEW will meet your toughest test. See it 
in action—learn how it will boost your sales in a 
“selling’’ market. Mail coupon or call today 


weight 
. so carefully worked out 


Used by leading manufacturers to show @ FULL LINE @ ADVERTISING PLANS 
47 STORE DISPLAYS @ PRODUCT IN USE @ HIDDEN FEATURES @ TOUR OF PLANT 


ALL IN ONE COMPACT 
FOLDING UNIT 
Projector, Automatic 
Slide Changer, 

Viewing Screen 
Unconditionally 
gvoranteed 


55495 


Mail Coupon Today or Phone for a Demonstration 


951 Brook Avenue, New York 51, N. Y. 


CYpress 3-5400 


THE FR CORPORATION 
Phone 


Gentlemen 


[ } I'd like to see a demonstration of PORT-A-VIEW 


Discounts on 
quontity purchases 


Eveready 
Case 


$14.95 
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[ Send free 


Nome 


Title 


Company 


Address 


City 
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NEGRO. MARKET BOOMS IN LARGE CITIES 


Metropolitan 
County Area 


New York 
Chicago 
Philadelphia 
Detroit 
Washington 
Los Angeles 
Baltimore 


St. Louis 


San Francisco- 


Oakland 
Birmingham 
New Orleans 
Memphis 
Atlanta 


Cleveland 


Houston 


Pittsburgh 


Norfolk- 
Portsmouth 


Cincinnati 


Kansas City 


Richmond 


ly 


Negro 
Population 
(000) 


1,045 


605 
485 
382 
342 
276 
267 
218 
211 
209 
201 
180 
185 
154 
150 
137 
123 

96 

88 

87 


Source: Bureau of the Census: P:C-14, +1] 


7 In the past decade Negroes have found growing oppor- 
tunities in the big cities—and Negro population growth 
in those areas is several times higher than the national 
population change. 


The 20 Metropolitan County Areas leading in Negro 
population have over 5,000,000 colored citizens, or one 
third of the national total. 


Negroes as % of Rank in Rate 
Total Population of Growth, 
1940-1950 


8.1% 
11.0% 
13.2% 
12.0% 


8.3% 


12.0% 
9.4% 


26.6% 


8988660 08888088000000 


’ ] 


Here in a score of cities are as many consumer units as in Denmark and Norway 
combined. A good question for any manufacturer: “Am | reaching these people 
with sufficient impact through normal selling practices, or should | add specialized 
selling and promotion?” 


PICTOGRAPH BY 


Sales Monagierenl 
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Advertisers to Appraise 
McCall's ‘Product Planning’ 


"Flexible page plan’’ is 
magazine's way of satis- 


fying '‘customers"' 


MeCall’s is edesigning tself 
In so doing, Editor and Publisher 
Oris Lee W iese takes the same. basi 
approach to “product planning” as a 
manufacture f kitchen ranges, o1 
automobiles. | a magazine pub 
lisher is just as truly a manufacturer 

is 1S (; | Ol (jeneral \lotors. 
losophy set forth by Wiese: 
ve a product for sale; it will 
a more salable ~ oduct if we de 
sign it according to the specifications 
of our customers He points out that 
the magazine is willing to entertain 
any proposal from any advertiser con 


cerning unusual, flexible Space usage, 


subject to certain qual heations. VW 
If you turn back to SALES MaAwN- | eP @) ur 
AGEMENT’S June 1 issue (Significant | 


Trends, p. 21), you will see an inte: 


esting corollary pol cy re ommended s rs 7 
by Clarence H. Linder, vice-president 
and general manager, Major Appli yi 4 


ance Division, General Electric Co. 
Although Linder is not in the pub 


lishing business by any stretch of im In fact most TROY CITY ZONE shoppers find the 


agination, he and Wiese agree, 


solidly, that the sales department is articles they seek right at home, This was proven by a 


in the best position to determine what recent survey* which showed that more consumers in 
7 il] Sell, < ( that sal S should Cc a 7. ta r ’ . 
arent ind that sales sh " the TROY CITY ZONE trade at their hometown stores 


trol design. Says Linder: 


—13‘%o more than the state average—than do shoppers 
Planning for Sales in comparable cities. The pulling power of THE 
RECORD NEWSPAPERS’ advertising has had quite a 


COUNT, a a ee ‘ - . ‘ ‘ " 
- have ; dened a « y ol bit to do in forming this hometown-buying habit. 
arketing authority. roduct) plan 


ning... is now primarily a \larket Put this pulling power to work selling your product! 


ng responsibility. The first step is to 


find out what the consumer wants in Rate: 18¢c 


features, service ippearance, and 


price. . . If the planning has been Coverage: 99% 


good, the line will sell.” 


McCall's has taken Linder's “fits Circulation: 46,219 
d I a § Nas taken i nder I t ircu ation: . 

step” by inviting advertisers to con 

sider .the magazine’s new ‘Flexible ; eRe Ne , on om ate Dept. of ¢ ere 
Page Plan,” designed to expand the 


publication’s current 21 space units 


and color combinations (not counting 

small space line users, spread com TH R R 

binations) to a whopping 38 colo: 

and space combinations. The 17 new 

units become available with the Au 

gust, 1953 issue. 
Publisher Wiese, like most product * THE TROY RECORD - 


manufacturers, will engi 


deikits ebianis ties tie oniacs 4 ¢ THE TIMES RECORD - 
customers want —_ l - : : TROY, N. Y. 


fication: resulting de is 


\ olate nterests ol the reade 
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A Report to Sales Executives: 
Your Earnings Increased 7% Last Year 


A sampling of sales executive earn 
ings in the $25,000 and up class for 
1951-52 shows that the median 
salary-bonus-benefit was approximate 
ly $47,100 before taxes, as compared 
with $44,200 for the past year. 

For every 100 who are in the 
$25,000 and up group: 

11 earn $25,000 to $29,999 

27 earn $30,000 to $39,999 

16 earn $40,000 to $49,999 

31 earn $50,000 to $74,999 

15 earn $75,000 and up 

Salary increases were general, but 
not large percentagewise; 
were down; benefits in the form of 
profit sharing trusts, pensions, an 
nuities, etc., registered a terrific rise, 
and were enjoyed by 78%. 

In the June 1, 1952, issue SALES 
MANAGEMENT reported on the 1950 
Sl earnings of 275 top-paid sales ex- 
ecutives among manufacturing con- 
cerns. The information came from 
the official proxy notices of compa 


bonuses 


nies whose security issues are regu- 
lated and reviewed under Federal 
law by the Securities and Exchange 
Commission. These proxy notices, 
giving earnings of directors and top- 
paid executives receiving $25,000 or 
more, are on file in Washington, in 
many banks and brokerage houses 
and, of course, are mailed automati 
cally to stockholders. 


tl, 


The earnings shown are merely 
what the corporation pays the recipi 
ents; they do not include outside in 
come or even dividends or interest on 
securities of the employing firm. 

Last week SM’s Washington editor 
went back to the files and pulled off 
comparative figures for the following 
year (1951 or 1952, whichever was 
latest) for a random sample of 50. 
Usually it was the top and bottom 
names in each of the more important 
industrial classifications, starting with 
foods and textiles and moving up to 
the capital equipment items. In the 
opinion of the editors, it is an ade- 
quate and representative sample ot 
the 275 put under the microscope 
last year, with the possible exception 
of bonus and commission earnings. 


Salaries 


58% of the executives had salary 
increases 
20% suffered a salary cut 


22% remained the same 


xcept for a few scattered cases, 
the increases seldom exceeded 10%, 
but several suffered slashes from 25% 
to 50%. Because of the severity of 
these slashes the grand total of sala- 
ries paid to the 50 executives re- 
mained almost identical with the pre- 
ceding year. 


mi 


“Cm 


A or~, 


“It's just nine-thirty; aren't you supposed to be downstairs having coffee?” 


Bonus and /or Commission 


Under this heading is lumped any 
form of incentive pay which the re- 
cipient receives directly and within 
the year (in contrast to the incen- 
tives for the future which are covered 
below under “Benefits’’). 

The sampling does not indicate any 
definite trend. While the same men 
who shared in such incentive pay in 
1950-51 were recipients in the fol- 
lowing year, their payments suffered 
a drop of nearly 9%. It is possible 
that on this factor the present sam- 
ple may not be truly representative 
of the 275 surveyed last year, since 
only 55% of this sample were on a 
bonus-commission plan, whereas for 
the larger group the figure was 66%. 

48% received increases 

36% suffered decreases 

16% received the same amount 

Those who received direct incentive 
pay drew down sums ranging from 
$1,000 to $94,000, with a mean aver- 
age of $20,000, and a median of 
about $15,000. 


Benefits 


This includes the many and grow- 
ing incentives which corporations of- 
fer to hold their good men. It can be 
a pension, a retirement plan, a profit 
sharing trust, an annuity, etc. Does 
it work? Ask any head of an em- 
ployment agency handling top execu- 
tives. He'll tell you that most men 
getting $40,000 and “Benefits” will 
turn down $60,000 without them. 
Not only do they offer security, but 
the setup usually is one where the 
tax when eventually paid will be on a 
capital gains, rather than on an 
earned income basis. “Today's cash— 
a few thousand more and what does 


? 


it mean after taxes‘ 

In the study we published last year 
it was shown that 65% of the sales 
executives enjoyed one or more forms 
of benefit pay, where the corporation 
makes an annual payment earmarked 
for the individual. Our present sam- 
ple was typical, with 64% being 
beneficiaries in 1950-51. 

But in the following year many 
other corporations inaugurated bene- 
fit plans for executives and in the 
present half-hundred sampling, 39 
are in the benefit group. That’s 78%. 

The median average of such bene- 
fits continues to hover around the 
$3,000 mark, but more than a third 
in the present sample are above 
$5,000. 

68% received increases or partici- 
pated for the first time 

16° were earmarked for the same 
amount 

16% suffered decreases 
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VALUE OF FARM PRODUCTS SOLD 


MIDWEST UNIT 
; SUBSCRIBERS 
of the national average 


40 REMAINING 
STATE U.S. AVERAGE 


A mass market means more readers per dollar. 
A class market means more income per prospect. 
The combination of mass and class means more 
sales . . . it means the Midwest farm market. 

In this predominately rural 8-state territory 
advertisers have the unusual opportunity of 
reaching 9 out of 10 of the best farm families 
through the five localized farm papers of the 
Midwest Farm Paper Unit. 


MIDWEST UNIT 
SUBSCRIBERS T P 7 . 
The 1,290,341 farm family subscribers of 
Midwest Unit papers have 
e@ Incomes that are more than double the average 
for the remainder of the country 
e Three times the percentage with incomes of more 
than $10,000 
@ Investments in plant (land, buildings, machinery) 
that also are double 


GET YOUR COPY 


The U.S. Census Bureau 

was commissioned to 

compare Midwest Unit 

Farm Subscribers with 

other farmers of the 

nation. Results of this 

study make it possible to 

give you a highly reliable 

picture of the tremen- 

dous sales potential there 

is for you in the terri 

tory. Delivering your 

message is a simple one ‘ 
package proposition of buying the Unit —one 
order, one plate at a substantial savings in rates. 


~~ MIDWEST UNIT 
SUBSCRIBERS 


}40 REMAINING 
STATE U.S. AVERAGE 


sine 2 ban 


Sales Offices at 250 Park Avenue, New York 17 59 East 
Madison St., Chicago 3... Russ Building, San Francisco 4...1324 
Wilshire Boulevard, Los Angeles 17 505 Ervay St., Dallas | 


WHERE FARMING s > BUSINESS... ARD GCGeEOSe LIVin Get 
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Sue 1 Automatic’ | 


FROM ATOP A SKYLIFT GIANT 


One of o series with maximum ie ge 


EVERYONE SAW the demonstration from this angle... 


12 Benefits Automatic Found 
In TV at a Trade Show 


First it was an attention-getter and | 2th it was relatively 


inexpensive. Many of the |2 benefits are embodied in all 


working demonstrations, 


but closed-circuit TV accents 


them. But there were also two drawbacks to the TV show. 


Capitalizing on the public’s curi 


osity about the mechanics of televi 
\utomatic Transpo 
Chicago, sharply height 
ened audience interest in its exhibit 
at the Fifth National Materials Han 
dling Exposition. 

\ division of Yale & 
makes materials handling 

Its objective at the Ex 
and hold visi 
repeated 


sion produc tion, 


tation Co., 


‘Towne, the 
company 
equipment. 
position was to attract 
tor attention for product 
demonstrations, 
| se ot TV 


this: A TV camera was set up to tel 


amounted simply to 


evise demonstrations: screens and 
headsets were arranged so that view 
ers could see both the 
the mechanics of the show It was 


Whitney, 


company, to draw 


“show,” and 
easy, says Robert M. sales 
manager for the 
70 to 100 people for each demonstra 
tion 

Whitney belief that 
TV can do much to enhance product 


eX pressed the 


demonstration. “In addition to its 
novelty as a sheer attention-getter,”’ 
he points out, “it provides an oppor 
tunity for the audience to see close 
ups of this or that part of a machine 
at the time the function or importance 
of that part. is explained.” 

Whitney outlined a dozen advan 
tages of this use of TV. He put the 
most weight on: 


being 


It is an attention-getter: “Doll, 
a couple of TV cameras around, turn 
on the bright lights, and vou can be 
sure of an immediate response tron 
passersby.” 

“When you sum it up,” he ex 
plains, “it isn’t necessary to find many 
advantages, since this one advantage 

TV’s ability to gain and hold an 
audience 

Here 
believes important to a 
seeks sizable 
vestment: 


is adequate.’ 
are some other advantages he 
company that 
returns on exhibit n 


SOME SAW from this point . 


. It has a curiosity appeal: People 
wnot resist knowing what is happen 
ng when they see a soundless demon 
under TV 
ally when a hundred other 
lined up. Visitors anx 
ously awaited a turn listen to a 
into one of 12 TV 
receivers which were placed around 
Automatic’s booth. (Headsets rather 
than a P.A. system were used because 
show rules proh bit mechanical sound 
implification.) <A total of approxi 
nately SO headsets were plugged in 
to the closed-circuit 
Automatic 


stration cameras——espe 
show 


visitors are 


headset plugged 


transmission in 


s booth. 


3. It holds the audience captive: 
Approximately 50 show visitors were 
able to pick up a headphone, listen to 
the commentary, watch an industrial 
truck in operation on TV or “on the 
spot” and walk away at any time. 
Iwenty-eight other visitors in. the 
srandstand were “caught” for the 


1 »? 


duration of the 22-minute program 


when, as the opening demonstration 
the grandstand was lifted 10 feet in 
a Giant Skylift truck. 

To add importance to grandstand 
tickets were made available 

the booth to “Admit One to Grand 
tand for the Lift-O-Vision Show.” 


The f; at tickets were 


to the al by 


seats 


req ured 
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BUT EVERYONE could see and hear along this battery of television receivers 


tor admission to the stand added spe 


cial appeal to this vantage point, 


4. It adds the element of drama: 
Huge spotl ohts tele, sion ( ables 
control earphoned TV. di 


ecto! tc. dramatized the 


rooms 


Stration ot 
Drivers of tork 
orange shirts to add color to the show 


black and white on TV 


5. It focuses on special features: 
While visitors were able to \ 
onstrations without the aid of large 
screen TV receivers, TV cameras 
pinpointed which the eve 
could readily discern from. the 
distance of the booth pe 
When the ommentato t 


sional 


ew dem 
features 


protes 
announce des ! bed ontrol 
levers. the Cal noon the 21 
nch screens a picture of the 


ontrols, 


6. It minimizes competition from 
other booths: A competitive advan 
tage was enjoved by Automat 

ipture of audien 
inlikely 
booth “ tho t 
company 
position. 


hibits 


7. It increases the number of con- 
tacts: When a salesman demonstrates 


equipment in a booth 


ar) seldon 
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do a complete job for more than three 
With TV, 
a single commentator, reading from 
a prepared script, had direct contact 
with 70-to 100 visitors at the same 


or tour visitors at a time. 


time. 

Although it would have been less 
expensive to put the script on tape, 
live commentary paid off. When a 
truck operator missed a cue (althuvgh 
he could follow the commentary on 
the intercommunication radio in his 
truck), or failed to make his truck 
perform perfectly, from his glass 
fronted booth the commentator could 
catch the slip-up and improvise on the 
script. This avoided many errors by 
drivers which might have presented 
before an 


equipment unfavorably 


| 


lert a adience, 


ile 
8. It is possible to demonstrate a 
complete line: Five pieces of equip 
ment were demonstrated at each of 
six shows daily. With a considerable 
amount of competing equipment § at 
the position, Automatic managed to 
show its entire line in operation to 
capacity or near-capacity crowds at 
each performance. (Exposition man 
ontronted with the 
problen of heavy 


igement was 
crowds in the aisles 
betore Automatic’s booth. ) 

9. It encourages product examina- 
tion: When a visitor passes a booth at 
a large trade show, it usually requires 
something special to make him. stop 
ind look at 
necessary to persuade visitors to exK 

At each 
were in 
features 


i produ t. It was not 


amine \ itomatic’s produc ts. 
demonstration’s end, they 


ted to inspect product 


which had been pointed out. After 
having seen the trucks trom a dis 
tance, and on TV, they acted on the 


Auto 


representatives 


suggestion to “try ‘em out.’ 
matic’s manufacturer 
(the company has no salesmen) closed 
Daily 
reports on prospects were mailed to 
the Chicago home office. 


in, too, to pick up prospects. 


10. It associates the company 
name with progress: Automatic 
prides itself on being “‘first.”” At each 
Materials Handling Show it attempts 
to introduce a new. attention-getter. 
our years ago it had utilized a driv 
erless truck, remotely operated, to at 
tract crowds. At the previous show 
t had demonstrated its products with 
visitors In a grandstand who listened 
to the commentary with headphones. 
This Veal ay Was added. 

‘To have its name associated with 
being ‘first’ or “just ahead of com 
s the company’s aim. Thus, 
the use of TV for the first time as a 
demonstration medium for a_ trade 


petit on” 


show paralleled the company’s intro 
duction of the latest in fork trucks 

Dynamotive first gas powered in 
dustrial truck with electric transmis 


SIOn, 


11. It makes a more lasting im- 
pression: Automatic expects visitors 
to remember its products better be 
cause of the demonstration novelty of 
TV. With dozens of competitive in 
dustrial trucks to remember, the com 
pany believes that trucks shown on 
TV will have better recall in’ pros 
pects’ minds. 


12. It is a relatively inexpensive 
medium: Television is an inexpensive 
demonstration medium for a large eX 
hibitor, Automatic’s budget for this 
show was not. substantially 
than the budget for its last Chicago 
show. Total TV cost was approxi 
mately 100% of the entire budget for 
show participation. Cost of setting 
up TV equipment (almost a five-day 
job), maintaining an RCA crew of 
five (two cameramen, monitor, di 
rector, technician) and producing the 
shows was considerably less than the 


higher 


cost of its 5.000 square feet ot ex 
hibit space. 

The compahy has learned a lot 
about what not to do, too. For exam 
ple: 

During off-hours, between per 
formances, several time-fillers were 
tried. A camera focused on a 10 
minute sound. slidefilm, but nobody 
stopped to watch the film on TV re 
eivers. A second unsuccessful fillet 
was the man-in-the-street type of in 
terview with show visitors. It didn’t 
work because businessmen who visit 
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FU LL COLOR 
POSTCARDS 


for less than 1¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department 5-7 


H. S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 


SALES MANAGERS 


ve Sizzle Lab will 
ts v, to sale 
undies Elm 


FREE TO SPONSORS 
sf prom m the new Elmer Wheels 
+ Training Course »® now being granted 
» attends the eeting and is av 
ise at that time ecure 100 


ELMER WHEELER INSTITUTE, 
Box 7081, Dallas 9, Texas 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo 
Reporters provides effective way to obtain on 
location photos, case histories, stories and re 
leases 
For more information write or phone 
SICKLES PHOTO-REPORTING gues 
38 Park Place, Newark 2, 


PRINTS FOR agian 


. a ; 
NAVAIO" sik th Ave, Denver 2 


1) exposition are there to learn some 
thing, and they pay little attention 
to ordinary TV “small talk.” 
{ Best in-between use ot the camera 
was to focus it on a clock which indi 
ated when the next show was sched 
uled. Passersby noted the time and 
otten returned to see the show. If a 
visitor picked up an earphone between 
shows, he heard music. ) 
\ second what-not-to-do was the 
TV receivers in other booths. 
Four ot Automatic’s suppliers had ex 
hibits at the show. In each of these 
booths a TV receiver was wired to 
the closed circuit. None of these “out 
post’’ sets drew an audience. 
Automatic might have guessed this 


n outlying booths because 
earlier it had noted something similar 
at its booth. When visitors were not 
able to see the actual demonstration 
‘in the flesh,” they did not watch the 
TV receivers tor more than a tew 
This prompted the com 


reaction 


moments. 
pany to move to the side cartons and 
boxes used in demonstrations, so that 
they were away from the line ot 
vision to the performing trucks. Peo 
ple watched the truck demonstration 
for a long period only when they 
ould see it direct and on TV. 

This underscored one point: A tele 
vision production in the making, and 
not a show on TV, is the big draw in 
trade show demonstration. 


A FLIGHT INVITATION is extended by Roll Coater men, and... 


Customers Come A-Flying 


Want to see what Roll Coater, 
Inc., manutactures? Want to see 
where and how it’s done? 

Roll Coater, Pendleton, Ind., will 
pick you up anywhere in the U.S., 
fly vou—tor tree—to the plant, and 
back home. All this, provided you are 
a likely prospect tor the company’s 
aluminum coil strip, enameled in two 
colors by a new process, 

The fly-in offer is made in full 
Building Spi 
a publication tor contractors 


page advertisements in 
cialties, 
and builders. 

“We want you to see Roll Coat 
advertisement. “We 
want you to observe at first hand the 
quality that goes into this new prod 


made,’ says the 


uct, trom Alodine tank, to painting, 
to bake-oven to finished coil strip.” 
The advertisement includes a “Com 
plimentary ticket to Indiana and re 
turn, in our private plane.” Ticket 
filled out, sent to the com 
pany (to discourage joy riders, en 
qualified prospects). Once 


must be 


courage 
qualifications are screened, in comes 
the plane to the local airport. The 
company uses two Beechcratt’s. 

Worth it all? Roll Coater is only 
a vear-and-a-half old, has already in 
creased the size of its Pendleton plant 
to accommodate stepped-up business. 
Part the 
company officials, 
5.000 feet. 


increased volume, say 
“comes iu trom 


SALES MANAGEMENT 


““Good Times”’ 
for a lot of 
Detroit Merchants 


means 


The Detroit Times — 


— 1% MILLION 
Detroit Times People 


can make a 
lot of difference 
on that 


cash register — 


and your 


ledger. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


PULY 8, 962 


STYLISH DRESS for prosaic products builds gift sales. Towel 


os te - 


ENSEMBLE of one scalloped sheet, one plain sheet, two pillow 


box daisy theme is echoed in flower-ribbon decoration inside cases, gets glamour treatment for heightened attention value. 


New Packages, New Sales Sparkle 
For Drab Domestics 


Fieldcrest demonstrates how to inject style values into 


products which inherently lack a strong sales ‘'personality."’ 


Domestics are not ‘style’ products. 
imagination 
applied to the way they are dressed 
for the market can go far to give 
them style appeal. Fieldcrest Mills, 
division of Marshall Field and Co., 
Inc., carries on a continuing package 
development program to this end. 
The plan was initiated during the 


But resourcefulness and 


postwar period, when Fieldcrest ex 
ecutives recognized that a competitive 
era would follow the sellers’ market 
for domestics. The company realized, 
too, that persuading retail salespeople 
to present the full merchandise story 
might be a problem. The manufa 
turer's share of the selling function 


would be correspondingly greater 


and would include emphasis on brand 
identification, coupled with national 
advertising and improved packaging. 
Today a sizable percentage of U.S. 
domestics is sold in packages, with 
the number increasing daily. 
Fieldcrest’s line of household tex- 
tiles is varied. It includes electric 
blankets and conventional blankets ; 
bedspreads ; towels (bath, hand, guest, 
beach, huck and dish) ; sheets and pil 
related items such as pot 
holders and bath mats. Although the 
firm was a pioneer in the packaging of 


lowcases ; 


BEFORE & AFTER: Duracale's old package (left) gives way to new (right) and more feminine design of 


"U-boat" 


w Pie fo o 


OLDEN GAL 
WHEL 


container. New Pack, on back, 


in 


WEARWELI 
SHEETS 


lists characteristics of Duracale, gives laundering instruction. 
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BEACH BLANKET in cylindrical vinyl beg. Treatment keeps con 


tents clean, exploits design, color and texture of the product. 


domestics and in the use of informa 
tive labels, until initiation of the pres 
ent program broad 
attempt to tie the line together with 
“tamily identification” beyond the use 
ot the trade name, Fieldcrest. 


h I ieldcrest 


there was no 


expens ve rese@al 


ves ( oncluded: 


1. ‘he market for household tex 
tiles is primarily feminine. 


2, Most women are interested in 
This led to the 


Trousseau I ux 


brides and weddings. 
adoption of the term ‘” 
ury’ to be applied with the Field 


rest trade name to the entire line. 


3. Packages To! 


have more fashion appeal. Lavish but 


domestics must 
judicious use of color has been one 
means of accomplishing this. “T’o some 
extent this helps to identify the prod 
uct — for example, green for 
sheets, lavender for lavender sheets 
etc. All three factors have a bearing 
n the Fieldcrest pac kage development 
program. 


green 


As one means of co-ordinating the 
line, the con pany in ne Cases uses 
a lilies-of-the-valle and bowknot 
motif, plus a line of scallops. Some 
times the scallops are imprinted an 
sometimes die-cut, as in U-boa 

(a long piece of U-shape cardboard 
which covers bottom and end su 
of folded sheets folded over onto 


faces 
either end of top surtace, then cased 
in transparent filn 
have feminine appeal, id the flowers 
have a bridal connotatior 


Package 


Both motits 


planning, 
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crest's. electric 


been flexible. The flowers-and-bows 
approach is not used where it is in 
appropriate. It does not appear in 
such sets as the Tartan towel (au 
thentic plaid designs in strong colors ) 
and Hunt Club (deep tones) lines 
both of which have a more masculine 
appeal. 

Fashion alone, however, does not 
make a package. 
to retailer and consumer is durability. 


] qually Important 


Fieldcrest believes that a new package 
which will be subjected to shipping 
should 


undergo rigid tests before its. adop 


hazards and store handling 


tion. These may include round trips 
through the mail and = check-ups in 
test stores. OCJn occasion, firm men 
bers may follow merchandise about in 
retail stores, trom arrival at ware 
houses through the various steps in 
handling up to and including delivery 
to the ultimate purchaser. 


Labels Carry Sales Load 


[In line with a principle in which 
Fieldcrest still uses infor 


mative label ng, aS a ser 


pioneered 
e to con 
sumers and as an aid in providing 
nformation for the retail salesperson 
The back of the U-board in which 
Duracale sheets are packaged, for in 

information unde 
Why Duracale Sheets 


Laundering Instructions 


Stance, carries 
three headings: 
ire Better: 
temized under the first 
“Quality 


>? 
4) points during mania 


 817eS TO Buy. 
ch sales points as 
‘Maximum shrinkage 5% to 

n length, nothing in width,” and 


WOMEN WANT TO SEE: They do. . 


. when they view Field 


blenket box. Panel summarizes sales features. 


“Thread Count: 184 
square inch bleached ; 189 threads pet 


threads pei 


square inch after laundering.” Ten 
sales points are listed. 

Under 
there are eight items, including ‘Soak 
20) minutes in clear, tepid 


Laundering — Instructions 
water,” 
“Wash in machine about seven min 
utes, using a reliable soap or deter 
gent and hot water,” and ‘‘Never use 
bleach or bluing on colored sheets.” 

Paralleling the development of 
pac kaging, and the increased popular 
itv of domestics for gifts, has been 
the trend toward 
matched sets. 


ensembles — and 
Some of these in the 
Fieldcrest line: a three piece towel 
ensemble (bath towel, hand towel 
and wash cloth); Kitchen Carnival 
(hand towel, dish cloth, two dish 
towels and pot holder) ; Guestees (six 
fringed finger-tip towels of assorted 
colors); and the extremely populai 
Powder Room guest towel set, with 
crown-shaped Abano (Prince Match 
abelli) bar of soap inset in a cleat 
plastic window. 
Sheets and 
packaged in sets. A typical gift assort 
ment comes in a box with a horse 


pillows ases, too, are 


and-coach design (see photo, page 
SO) and includes one scalloped sheet 
one plain sheet and two. si alloped 
pillowcases. 
Color and arrangement of mer 
handise, revealed by the transparent 
film covering which also serves to pro 
tect the 


t bute 


ontents, are designed fo con 


appeal. The 
package of Cyuestees is an example of 


Maximum eye 


this, with the color and texture of the 
six finger-tip towels, arranged in a 
row in the rectangular box, forming 


their own attractive geometric design. 

Novelty, function and re-use value 
ilso have their place in planning some 
of Fieldcrest’s packages. An example 
s the Vinyl plastic bag, (see photo, 
page 81) cylinder-shaped, in’ which 
a beach blanket (approximately 
$4.98) is packaged. It forms a wate 
proof carrier for the blanket and can 
ilso serve as a beach bag. 

Fieldcrest is particularly pleased 
with the development of a handsome 
corrugated box, with an imprinted 
design. It is an effective display and 
withstands shipping hazards. Typical 
of such boxes is one used for the Col 
onial textured bedspread, which re 
tails at approximately $25. The box 
is brilliant red, with glazed surface, 
and the bedspread motif is imprinted 
in white. 

Sturdy, attractive boxes are also 
used for the firm’s wool blankets and 
tor the Fieldcrest electric blanket. 
The latter (see photo, page 81) has 
several selling features, including a 
plastic window to reveal the color 
and texture of the blanket. There is 
a cutout recess for the control, an 
attractive unit which is placed on the 
bedside table. Another feature of the 
electric blanket box is that a series of 
selling points is itemized on the inside 
of the box. This permits the pros 
pective customer to find the answers 
to his questions without waiting for 
the salesperson, The electric blanket 
box is both a container and a display 
unit. 

As a natural adjunct to packaging, 
Fieldcrest has developed a group of 
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FLOOR UNIT holds 72 
ensemble towel units. 

handle 
packages, 
but are not tempted to 


Customers can 
and inspect 


tear off covers. Display 
was carefully tested be- 
offered to 
dealers at less than cost 


($27.50). 


fore being 


store fixtures, most of which are de- 
signed for the display of packaged 
merchandise. The company subjects 
fixtures to exhaustive testing. They 
must prove useful at retail before 
they are mass-produced. 

Typical of these fixtures is the self- 
service towel package display unit 
shown in the illustration on this page. 
It is scaled to hold 72 packages ot 
three-piece ensembles wrapped in 
transparent film. A label gives the 
prospective customer sizes and other 
information. The retailer may stock 
the fixture with towel sets in a variety 
of colors, selecting from a range of 
qualities and prices. At each end of 
the unit is a rack in which is locked 
an ensemble of bath towel, hand towel 
and wash cloth, so that customers may 
touch and inspect the quality without 
opening any of the packages or up- 
setting the display. Fieldcrest sells 
these display setups to stores at less 
than manufacturing cost. 

In developing this comprehensive 
program of fashion-and-function pack- 
aging, and its accompanying display 
procedures, Fieldcrest enlisted the aid 
of such package designers as Gordon 
Aymar and Alan Berni. Container 
Corporation of America, Hankins 
Container Co., Old Dominion Box 
Co. and other suppliers provided as- 
sistance in developing containers that 
were both attractive and strong. 

It has become apparent to Field 
crest that many departments and in- 
dividuals—from purchasing and pro- 
duction personnel in the mills to re 
tailer delivery—are concerned with 


the company’s packaging. This is true, 
for example, in the relatively minor 
matter of the decision to change the 
weight of stock of a transparent film 
overwrap for a package. It becomes 
far more involved when a radical re- 
design is considered. To speed prog- 
ress, the company appointed a pack- 
aging co-ordinator to  systematize 
packaging functions at the mills. 

Responsibility for all packaging 
activities is centered in the packaging 
co-ordinator. He functions as liaison 
among those responsible for design 
development, purchasing department, 
plant engineers, mill managers, etc. 
He helps to expedite the flow of ma- 
terials and ideas, handles details, and 
minimizes conference time on pack- 
aging, 

Fieldcrest’s packaging program is 
‘ontinuous, and its management is 
alert and open to suggestion. No 
course is maintained beyond its term 
of effectiveness. 

Typical of the company’s findings 
is the disclosure that women value 
appearance of the package first, and 
consider durability secondary. The 
manufacturer must, however, serious 
ly consider durability, since a dam- 
aged package is a liability to retailer 
and manufacturer in selling to the 
consumer. 

Research also indicates that women 
like boxed items, especially in gift 
merchandise. The manufacturer must 
weigh this consideration against the 
lighter weight and greater economy 
of the wrapped package. The sheet 
n its U-board and wrapping film, for 
instance, may be as attractive in ap 
pearance as the boxed sheet. 

There have been striking changes 
in recent years in the merchandising 
of domestics. Twenty percent of to 
day's sheets are colored and their use 
has doubled in the last four years. 
Fitted sheets are forging ahead. Ap- 
proximately 25% of sheets sold are 
fitted, and some stores report sales of 
fitted sheets as high as 50%. The 
cracker barrel era in domestics is a 
dead duck, indeed. 


COMING SOON 


...in Sales Management: 


A New Reading List for Sales 


Executives and Salesmen 
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TOMORROW 


tha young woman wv hov toons 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 


a year to spend, fancy free. 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 


nearly always selects herself. 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 
product...switch a brand, 


Here comes the bride! 
More girls wed at 18 than at 


any other age. Is your product 
on their shopping lists, for life? 


There’s one best way to reach 7,500,000 
young women in their teens! 


eventeen sells! 


New Y »ston * Chicago * Hollywood « Atlanta 


15 


JK A way Qo00 


Cup of Coffee oS 


454 
i 


di ehiodewh Pitre’ whiied eoMaet am wan on won ; 
ON Ty wal Aa a Te 


IT'S YOUR GUESS ... how much coffee do ycu think this display sold?* 


Coffee Sales Leap 134% 
In IGA “Fiesta” Drive 


What’s the percentage in building marked ‘“‘settled’ on the agenda. 
a sizable promotion behind a simple Full-page, full-color advertisements 
item such as a pound of coffee? For were scheduled for April issues of 
Independent Grocers’ Alliance stores, Farm Journal and Pathfinder, to 
it was a 134% increase over the co: cover 606 of IGA territories, and 
responding period in 1952, an insertion in Life for national coy 
IGA’s “Coffee Fiesta ‘Vime’ held erage. All advertisements presented 
last spring for one-week periods in Sunny Morn as “A really good cup 
their 5,000-odd independent outlets, ot cottee any time anywhere!” 
was convincing proof that a single “This advertising had a two-fold 
and popular item such as Sunny purpose,’ Grimes explains. “First, it 
Morn coffee can, if merchandised, reminded the consumer that Sunny 
produce a substantial rise not only for Morn was good coffee, ground by 
the featured product, but for othe: them to suit their need, and second, 
toodstufts as well. it sold the retailer on the importance 
Says Don Grimes, IGA president of giving it more display space in his 
“It was really the first time we had store. The big job of merchandising 
viven an item LOOC) tollow-through. any item is to give it a favorable spot 
The fine results illustrated the power n the store and it can’t help but sell.” 
that can be generated through co IGA also scheduled advertising in 
ordination on a single idea. Now 1,900 newspapers. Millions of hand 
with this momentum, we're going to bills were printed and distributed 
develop more promotions on othe: areas where newspaper coverage was 
single items.” not Satistactory, so that everyone 
The idea tor the IGA coffee pro would know about the “Coffee Fiesta 
motion was initiated in January when Time” in their IGA stores. 
Alliance's staff met in the Chicago (jrimes estimates that the average 
home ofhce to develop a complete tamily uses little more than a pound 
merchandising program. Consumer of coftee a week; the problem was to 
advertising was one of the first items get the housewife to buy more Sunny 
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Morn than other brands, and to in 
crease the consumption of Sunny 
\Mlorn users. The answer, of course, 
was at the lo al level to get the 
local grocer to “push” this brand ove: 
all others. 

To do this, he 
incentive,” Grimes said, “but if 
was going to bend all efforts to sell 
Sunny Morn, he would certainly have 

have sufficient quantities over his 
normal stock and assistance tron 
n merchandising it.” 

First, IGA executives called meet 
ngs of coffee roasters in New York, 
Toledo, St. Louis, Seattle and Ch 

wo. “We got them in to explain 
the whole program to them,” Crrimes 
savs, “and they went back to thei 
plants and really got to = 

Next, Grimes called in the Grind 
master people (American eas 
Co.) to assure a source of supply for 
offee grinders. Even though Sunny 
Morn is bean coffee packed in sealed 
bags, not all IGA stores had grinders 
for customer convenience. To place 
more grinders before the promotion, 
IGA offered its territory supervisors 
$5 for each American Duplex coftee 
mill placed from February 15 to May 

plus a chance to win one of two 
$100 national grand prizes for the 
greatest number ot m Ils sold during 
that period. Every store had to have 
a mill to participate in the IGA pro 
motion. Todav, 980 of all IGA 
stores have coffee gi inders. 

With so many grinders installed 
just before the promotion started, 
IGA took one precaution at 
“Schools” for — in Brooklyn 
and Toledo, and at four meetings ot 
wholesalers in New York, Chicago, 
Seattle and Toronto, the men learned 
how to adjust the machines to get a 
pertect grind. 


What Incentives? 


In the latter four cities, all IGA 
wholesalers, advertising personnel and 
supervisors had the entire plan for 
the promotion laid before them. 

Incentives? There were many, both 
for the IGA wholesaler and the 
retailer. They were hinged on a cot 
lee department photography contest 
which ran from March 26 to Api 
30, offering as national grand prize 
$500 in cash for the wholesaler. 

To win, a wholesaler was required 
to submit to [GA headquarters, by 
May 11, a photograph of each ot his 


*Answer: 941 pounds in one month. The 
store is the Super Save IGA super mar 
ket, St. Louis. It won the $250 first prize 
in the “Fiesta” competition among stores 
doing over $5,000 weekly volume 
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stores’ coffee sections. Based on the 


number of stores he had—for ex 
ample, 75—he could win as easily as 
a wholesaler who had 300 stores. 
Photographs had to be taken during 
the specified period. 

The retailer had a chance to win 
one of three $250 first prizes, three 
S100 second prizes. three $50 third 
prizes, nine $25 fourth prizes or 30, 
S10 prizes, for the best coffee depart 
ment photographs. Equal number and 
value of cash prizes (or merit points) 
were to be awarded each of three 
lassifications of stores based on avet 


we weekly volume. 


Prizes by Store Size 


There 


group of stores doing: 


for each 
up to $2,999 
a week; $3,000 to $4,999 a week: 
$5,000 and oOvel 


were 16. prizes 


a week. Regardless 
volume of the IGA 
grocer had an 
chance to win any of the prizes. 

To qualify, each retailer had to: 


of the size or 


store, each equal 


1. Order sufficient quantities of all 
IGA coffees to develop an impressive 
cottee department. 


2. Use all coffee department dis 
play materials effectively, including 
window posters and reprints of full 
full-color advertisements on 
Sunny Morn appearing in Farm 
Journal and Pathfinder. 


page, 


, 


3. Work with his supervisor to set 
ip a complete and balanced depart 
ment, with I(A-controlled brands 
predominating, and to see that the 
coffee mill was in perfect working 
order and adjustment. 


4. Submit this entry, together with 
photograph of the coftee department, 
to his supervisor or IGA supply depot 
by May 4. The supply 
responsible for seeing that the entries 
reached headquarters by May 11. 
Professional photographs were given 


depot was 


no preference oOvel ord nary, clear 


snapshots. 


5. Set up a special coffee depart 
ment sign which was furnished free 


with the purchase ot five cases ot 
Sunny Morn. 


Grocers were told that all entries 


were to be judged by an impartial 


board of judges, and that awards 
were to be made on the basis of the 
completeness of the department, prac 

tl abil t\ 


ance of controlled brands. 


originality and predomin 
| ach store Was encouraged to have 


a consumer contest to st mulate in 


store participation. Most popular was 
the “Coffee Bean Guessing Contest , 
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wherein a large glass jar or goldfish 
bowl was partially filled with whole 
coftee beans and the customers asked 
to guess the number of beans it con 
tained. Some grocers gave a pound ot 
Morn each week for five 
weeks for the most nearly 


Sunny 
correct 
answers, while others offered addi 
tional merchandise. 

To create further interest within 
retailers bought colortul 
IGA tol 40) cents 
checker, 


sported ao yay 


the store, 


+ 


sombreros trom 


each. | very 


salesperson, 
stockboy and = porte 
sombrero dua ny working hours, plus 
a large cardboard button which cat 
ried the inscription, “A Good Cup ot 
Coftee.” asked 
questions and were directed to the 
“Fiesta” coffee department. 

Many stores displayed large and 
colorful which 
offered something for nothing. “Come 
in for your tree cup of Sunny Morn. 
A good cup of coffee.” The free cot 
fee was usually served 
Dixie cups, and dealers reported sery 
ing large quantities of the brew along 
with stacks of sandwiches, cookies, 
crackers and other snacks. ‘The aroma 
of coffee brewing in the store, plus 
the “taste test,’’ sold many pounds of 
Sunny Morn. 

Most IGA stores 


thusiastically to the photography con 


rp Hee aig means 


streamers 


window 


in demi tasse 


responded en 


test, and the wholesalers followed. 
The national grand prize was sup 
posed to go to the wholesaler who 
submitted the greatest number ot 
photographs based on the number ot 
stores he had. Surprisingly, fou 
wholesalers submitted a photograph 
of the coffee department tor every 
one of their IGA stores, tor LOO0CG 
participation. 

The four winners were: 

The Copps Co., Stevens 
Wis. 

Western New 
Rochester, N.Y. 

Wetterau Grocer Co., 
No. 

Progressive Wholesale Grocer Co., 
Bad Axe, Mich. 

Each received a $500 check. 

“We don’t think there is any ques 
tion in the mind of the retailer con 
cerning the value of single-item pro 
Grimes says. “Our more 


Point, 
York Grocer Co., 


Desloge, 


motion,” 
than 5,000 stores are currently doing 
a volume of $2 billion, $300 million 
annually, and such promotions as this 
will raise even that figure. And we 
have about 4,500 other independent 
grocers being ‘groomed’ to be IGA 
stores, j 

“Our 10-year objective is to get 
10,000 IGA stores in the U.S. and 
Canada, each doing an average ot 
$10,000 a week.” 
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""" New York Sunday News Sections circulation 
& percentage of family coverage 


4,128,713—total city, suburban, and country 
1,668,753—outside New York City and fifty mile zone 


City & Suburbs . . 2,459,960—62.0% 
Split Run 1,229,980—31.0% 


Manhattan . 1,165,450—64.0%, 


Manhattan-Bronx 688,338—62.4%, 
Westchester.... 158,195—64.8%, 


Brooklyn .-+ 959,722—63.2% 
Kings 450,013—56.6% 


Queens-Long Island 509,709—70.6%, 
Queens 302,240—65.4%, 
Nassau-Suffolk .. 207,469—79.7%, 


Newark . 334,788—53.0% 


Passaic-Bergen 191,012—65.5%, 
119,428—69.6%, 


in New York City and fifty mile zone 
every other copy in New York City & suburbs 


in Manhattan, Bronx, Staten Island; suburban 
New York, Connecticut, & Northern New Jersey 


in Manhattan, Bronx, Staten Island 

in Westchester, Fairfield & Putnam counties 

in Brooklyn, Queens. Nassau & Suffolk counties 

in the borGcugh of Brooklyn only 

in Queens, Nassau & Suffolk counties 

in the borough of Queens only 

in Nassau & Suffolk counties 

in Newark & nearby Southern New Jersey counties 
in Passaic and in Bergen and Sussex counties 


in Hudson county, except Arlington, East Newark, 
Harrison and Kearney 
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Table d’hote... or ala carte! 


The Solid Feeder fancies the table Whote, 


says “Bring it on!” from clams to Camembert, 


with a second cuppa cawfee ... But the gal with 
the figure goes for a green salad. Some people 
pressed for time, conserve calories or cash. The 


a la carte bill gives every customer a break! 


Ti national advertiser can now cover the 
New York market d@ /a carte in Sunday News 
Sections, bite size or the works. He can select the 
geographic section or population package which 
best fits his plans, inclinations, or budget. 

The advertiser can localize efforts on Long 
Island, get prospects in Passaic-Bergen, hit cash 
registers in Hudson. New York City and suburbs 
is separately packaged, with full or half coverage. 
Two boroughs have individual Sections. Full Run, 
with more than 4,000,000 circulation, covers the 
metropolitan market... plus the best of the US! 


'S, 1983 


Each Section gives the advertiser more sales, 
customers, and profit than most major markets 
elsewhere ...offers more comprehensive coverage 
in this area than any other medium, including 
New York newspapers, radio, and TV! 


Loca merchants have successfully used the 
Sections for years, moved goods of every type 
in volume. These Sections are proven media. 

The Sections listing opposite offers choice 


choices! For all the facts, ask any News office. 


TH E | N EWS. New York’s Picture New spaper 


with twice the circulation of any other newspaper in America... 
220 East 42nd Street, New York City ... Tribune Tower, Chicago . . . 


155 Montgomery St., San Francisco ... 1127 Wilshire Blvd., Los Angeles 
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They head off salesmen’'s gripes... 


They “hold the customer's hand." 


Avery Finds a Fast, Efficient 
Order-Handling Procedure 


Responsibility for all details of salesman-factory-customer 


communications is centered in five ‘Factory Service 


Representatives.'' They are answer-men, expeditors and 


co-ordinators, and they're worth their weight in radium. 


BY NAT & ELEANOR WOOD 


‘Today sales representatives ol 
Avery Adhesive Label Corp., Mon 
rovia, Cal., spend less and less time 
on the telephone badgering the home 
othce tor information on their ac 
counts, 

It has not been necessary since 
Avery established the Factory Serv 
ice Representative system in October, 
1951, tested it for two months, and 
found that it enabled the factory and 
the sales force to handle approxi 
mately 20,000 orders annually with 
much less friction. 

Avery fills 
weekly for self-adhesive labels, plain 


Many 


made to custome! requirements, \y 


hundreds of orders 


and imprinted. orders are 


ery s customers constantly request 


technical information and _— special 


price quotations, make changes in 
orders in work, switch shipping in 
structions, imquire about earlier de 


liveries, and raise spec ial questions 


In this kind of custom-order busi 
ness, there are many opportunities for 
customer misunderstandings, angry 
salesmen, and an unhappy home office. 
In 17 years, Avery had experienced 
its share of order-handling headaches. 

“There must be a better solution,” 
thought John S. ‘Vorrey, general sales 
manager. 

Ihat solution appears deceptively 
simple: centralized responsibility. 

‘Today, salesmen in Avery's eight 
branch offices, its 14 


agents, or its seven foreign distribu 
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tors deal with one of the company’s 
five Factory Service Representatives 
(three men, two women) at the home 
ofhce on requirements, complaints, 
and compliments. “The representa 
tives know to whom to address re 
quests—and they obtain information 
quickly. 


Let us trace 
Cincinnati office: A’ salesman mat 


an inquiry from the 


telephone from Cincinnati saying he 
has an order calling for labels in 
Cincinnati within two days. Before 
FSR system was used, this order 
would have been recorded by a clerk 
who would have taken it to Produc 
tion. Production’s reply probably 
would have been: “Ridiculous! It 
can’t be done.’ The salesman would 
have lost the order, and production 
would have been disrupted. 

‘Today, the Factory Service Repre 
sentative in this situation takes a more 
conciliatory approach, suggests to the 
customer a delivery date, for exam 
ple, of 10 days. She and the sales 
man bargain, she talks with Produc- 
tion, and finally arrives at a compro 
mise of approximately 8 days’ 
delivery. 

Once this date has been set, how- 
ever, (barring some major break 
down) Avery keeps its word on de 
livery dates. If an error delays a 
job, the representative wires or writes 
the company giving the new delivery 
date—to avoid idle assembly lines. 

There are five Factory Service 
Representatives, who operate unde1 
the direction of Factory Service Man 
ager Wayne G. Proper. Each of 
these representatives serves several 
members of the field organization 
salesmen, representatives, and distrib 

tors. Each is responsible for a dif 
ferent area, and handles all corre 
spondence and problems. 

‘Their duties: 


1. To acknowledge all 
promptly, either advising of the esti 
mated length of time required to ob 
furnishing actual 


requests 


tain answers, or 
inswers within three days after re 
ceipt of inquiry. 


2. 106 process spec ial factory price 
quotations and return them to the 
sender within three days after re 
ceipt of request, or advise of any an 


the ipated delays. 


3. ‘To review incoming orders an 
forward to order-writers with neces 
sary files attached. 


4. To secure technical information 
when requested, and furnish it to the 
field representative concerned. 


5. To execute correspondence in 
structions received from other service 
staff members relative to order intor 
mation or follow up. 


6. To keep on the alert for any 
information that might be helpful to 


the sales representative. 


7. Vo fulfill requests tor needed 


supplies. 
Here is a 


run through ola typical 
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vey 


‘ 


j A nice guy just sold me some- 


N PURE 


GASOLINE 


A /.— 77 ~~ BN 


“Outdoor advertising is the one medium where the prospects circulate 
around the message. That's why we use it efttectively to build and main 


tain acceptance wherever Pure Oil products are sold.” 
| } 


a Prtes 


Harr TALBOT 
1d Mana 
THE PURE OIL COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


~The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. «© E. A. ECKERT ADVERTISING CO 


of the nation’s 
SUNSET OUTDOOR ADVERTISING CO. © BREMERTON POSTER ADVERTISING CO ° 


PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 


consumers .. . CONSOLVO ADVERTISING CORP. * LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING 


AMERICAN ADVERTISING CO * VERMONT ADVERTISING CO. © STARK 
STANDARD OUTDOOR ADVERTISING, INC 444 MADISON AVE NEW 


eetilyt 
RHODE 
ISLAND 


NEW 
HAMPSHIRE 


eS 


SOUTH 


| (Greater Cleveland) 
L 


Cuyahoga County 


registers more retail sales 


than any one of 20 
entire states /” 


Cuyahoga County, the primary market in Northeastern 


Ohio, is one of the richest areas in the nation with 


: intensive coverage by one daily newspaper... 
NEBRAS KA 
———_ The Cleveland Press reaches 


7 out of 10 families in the county 


You can reach this rich compact market when you 
advertise in The Cleveland Press... 


the newspaper that is del/vered to the home, 


read at home and se//s at home. 


VIRGINIA 
— MARKET INFORMATION FOR ADVERTISERS: 


————1 


— 


[ TAH COLORADO 


WYOMING \mississy 


CLEVELAND HOME INVENTORY ...a 2% cross 
section of buying habits and food products in the home. 
CLEVELAND CONSUMER PANEL.. . 500 typical 
PPI Cuyahoga County families reporting food purchases 
monthly. GROCERY DISTRIBUTION STUDY 


ARK AN SAS ... annual commodity check of independents 


*Sales Management 
5/10/53 


a] UM 
The 


and chain stores. CUYAHOGA COUNTY 
LIST OF FOOD OUTLETS... 


The leader in this $1,803,864,000 retail sales market. 


Cleveland Press 


representing the New 
York, Boston and Philadelphia of- 
fices and their territories. Other 
FSRs act as liaison between factory 
and offices in Chicago, San Francisco, 
St. Louis, Detroit, Cleveland, Cin- 
Pittsburgh or other principal 


FSR’s day, 


cinnati 
cities: 

Through Avery's 
section’s mail desk, the incoming mail 
is sorted by areas. The service rep- 
resentative for the N. Y.-Boston- 
Philadelphia area receives her mail, 
from 


central service 


divided into correspondence 
each of these cities. 

She then checks it in the following 
manner, starting with the New York 
office because it is the largest. First 
she sorts out the orders and requests 
order 
requests are 


for order information o1 


changes. Information 
routed to the appropriate department 
for reply. Orders and order-changes 
are checked and noted. 

In the case of incoming orders, she 
pulls out 


for the order department. 


previous price quotations 
When this 
group of mail which makes up oa 
large percentage of the daily pile 

has been finished, it goes in her 
“Out” box, usually within half an 


hour after it is received. 
Routine Is Well-Organized 


Inter-ofhce mail clerks make pick 
half-hour 
mail finds its way 


intervals, so. that 
promptly to the 


ups at 


departments involved, and orders go 
to the order section. 

Her next step is to sort out corre 
spondence on which she needs further 
information. She sends for the pre 
vious file on the account and from it 
work That 
correspondence, too, goes in the Out 
box. She does this for each of the 
offices in her area. Within an hour, 


this mail is routed to 


completes any needed. 


appropriate 
handling 
for technical information go to tech 
nical 
sales department, etc. 

After this most-readily-handled 
group has been worked over, the FSR 
has a residue of more time-consuming 
This work load is 


dix ided as follow x 


departments for requests 


experts sales information to 


mail to process. 


:. Requests tor quotations 
2. Requests for technical help 
General inquiries from custom 
ers of prospects. such as “Can you 
send a man to see us and discuss our 
situation?” or “What can you do 
with such and such a type of re 
quirement ?” 
4. Complaints 
5. Miscellaneous correspondence. 
Since each of the five representa- 
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tives handles 250 to 500 pieces of 
mail each week, the problem is largely 
one of organizing a bulk of records. 
The representative keeps a running 
record of where she has sent each 
piece of mail which she cannot an 
swer immediately. Much of it, of 
course, she is able to answer the same 
day, or the next morning, using the 
office teletype facilities. 

Avery offices in New York and 
Chicago are equipped with teletype 
facilities, and the three offices com 
municate at established times daily, 
with the New York and Chicago of 
fices passing on much information to 
the smaller offices in their regions. 
Telephone and air mail are also used. 

The representative follows through 
on her record, and any mail which 
has not returned to her within three 
days from the department it has been 
referred to, is checked back on. Or 
casionally, when problems arise she 
consults the Field Service Manager 
or his secretary. 

If a delay has been created by the 
need for research to answer the cor 
respondence of the customer or pros 
pect (this most often happens in the 
technical when a new 
product is being handled) the repre 


department 


sentative wires, teletypes, or writes 
depending on the urgency of the situ 
ation—saving that time is 
needed to gather the information and 
that a reply will be forthcoming 
within a week or 10 days. 


This courtesy has brought many 


more 


grateful com cents trom manutactur 
ers and men in the field, since fre 
labels are not thought ot 
a customer’s product is nearly 


quently 
until 
complete and then the factory is 
likely to be idle, with overhead 
mounting, waiting for them. Fre 
quently the knowledge that 
has come up will enable the manu 
facture 


a delay 


fo occupy his employes on 
other tasks, thus holding costs within 
normal limits and keeping him in a 


happier mood to do business. 

In short, the FSR acts as a liaison 
agent whose first loyalty is to the 
area she represents, but her position 
in the home office gives her an under- 
standing of production problems the 
salesman cannot possibly have at a 
Compromises and_ practi- 
cal solutions to problems are more 
easily handled by an intermediary. 

Ordinarily, Avery's delivery sched- 
ule runs two to three weeks after 
an order's arrival in the office, and 
the area offices are kept informed of 
forthcoming shipments. One week is 
added if special dies, art, ete., are 
However, Avery has a 
selection of choose 


distance. 


required. 
wide 
from, and most orders can be filled 
with standard dies and materials. 
“Emergency schedules” have been 
established to provide press time for 
emergency orders. If a customer 
with a specific problem wires for a 
job, such jobs are worked into spare 
Avery 
regular 


sizes to 


production time or overtime. 
does not have to drop out 
jobs in these emergencies. 

To unify the system further, the 
15 salaried salesmen are flown into 
the home ofhce about once a year for 
a week’s training school. They spend 
a full dav working with the Factory 
their 
area, to familiarize themselves with 
the FSR’s problem and to learn how 
they can minimize problems by spe- 
cific methods of handling correspond- 
ence, tc. 

Avery has extensive forms which 
are used to standardize salesmen’s re 
ports, and thei 
helped to eliminate the hard-to-clas 
sify correspondence which presents a 


Service Representatives — for 


accurate usage has 


headache to any sizable concern. So 
successful has Avery become at han 
dling this hard-to-handle 
customer relations that it has re 


phase ot 


ceived many compliments on its han 
dling of complaints, and has made 
friends of angry customers. 


porewaR 
ne Mes) ie 


MIDGET SALES-MAKER: Pretty Prod 
ucts, Inc., Coshocton, Ohio, organizes a 
group of utility products into a little 
“department” that takes less than four 
square feet of space. It's aimed at 
catching the eye of the roving shopper 
who's "just looking, thanks", and encour- 
aging her to pick up, herself, “one or 
more items she didn't intend to buy. 
Good example, the SM editors thought, 
of what a well-designed display fixture 
iagea can do for non-glamorous wares 
dealers have a tendency to park in the 
shadows. 


XN 


Kitchen revolution! Savory frozen pot pies, ready to heat- 
and-serve ir ntaine ' e of Revs ls Aluminum, 


It’s a great and happy revolution... the whole idea of 
complete meals prepared by master chefs, brought 

to you ready to heat-n-eat in Reynolds Aluminum. 
No work, no waste. no dishes to wash! 

Choose from your dealer's big selection of frozen meals 
... beef, turkey and chicken pot pies...pot roast, 
turkey and swiss steak dinners... pastries... 

Chinese delicacies. Or buy fresh-cooked “Take-Home” 
dishes in food shops of famous restaurants! 

If you have anything to do with institutional or 
in-plant feeding, make way for the revolution there. 
Saves time, saves work, saves money! 

Reynolds, pioneers in aluminum packaging, leads 

the way in this joyful trend to no-work meals...meals 
that are also sensational food bargains. Aluminum 
makes it all possible... low-cost aluminum, the metal 
that’s priced no higher today than in 1936-39, 

For dinner tonight, for business tomorrow... follow 
the gleam of aluminum to better value! For more 
information contact your nearest Reynolds Sales Office 
or write Reynolds Metals Company, 

General Sales Office, Louisville 1, Kentucky. 


ARS ARE STILL WORTH 100 CENTS IN ALUMINUM! 


fy 


v 3 r 


Revolution on the Rock a , 
Island R. R.! Tasty, thrift 


meals, pre-cooked and fr ; "es / 
en in Reynolds Pak . 
heated and served as nee ded P 
“MR. PEEPERS” returns September 13th on NBC-TV ALUMINUM 


“Drive Carefully Your life is in YOUR hands.” 
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roo peoor ouaslt 
" 

suicious 148 

pase pevionTrul uses 


SETS. Var iF... 
package. Here is how.. 


and thousands did for the first time, all because of the special half-pint 


Our Customers Taught Us 
A Marketing Lesson 


Purchasers bought bland, biteless, 


100-proof Southern | 


Comfort for mixed drinks, but for years the company had 
sold it as a liqueur. Then the company got in step with 


users, brought out a ‘Special Sampler," 


bought, 
Com- 
ideas 


Men and women who 
drank and savored Southern 
fort, a 100-proof liquor, had 
about the product which, until a short 
time ago, differed from those held by 
Southern Comfort Corp., St. 
Mo. 


The old customers 


Louts, 


and thousands 


of new ones acquired in the past year 


have not changed their conception 
of Southern Comfort and why they 
like it. ‘lo them it bland, bite 
less, 100-proof whiskey. 

But now Southern Comfort’s man 
agement has got into step with cus 
tomers. Said Robert L. 
president in charg 
to distributors: 


“There was a time when Southern 


King, vice- 


e of sales, recently 


Comfort was considered and adver- 
a liqueur—or in connection 
with fancy drinks. That’s a thing ot 
the past. Southern Comfort will be 
sold the way people use it... as a 


bland, b teless, 100 proot 


tised as 


whiskey! 
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made sales history. 


We're simply catching up WwW th the 
change in America’s drinking hab 
HS Cee 

If thi Ss 
the management told distributors 
about a survey made by Krupnick & 
Associates, St. Louis, the new South 
ern Comfort advertising agency. To 
the surprise of the insiders, 55° of 


the people interviewed = said they 


Imission were not enough 


mixed the whiskey with soda, a cola, 
or ginger ale. 

“This proves how wrong you can 
be,” Southern Comfort told distribu 
tors, “when you guess, as we did, 
that maybe Southern Comfort was 
too sweet for most folks. 
they wouldn’t use it 


he 
soda! 


If it was, 
with sweet 

Krank confession must have been 
good for the When 
Southern Comfort placed a new 
proposition before 
tailers and the 
response 


corporate soul, 


distributors, re 
public, the 


was quick—and reassuring. 


general 


FORT WAYNE 


10,000-Watt NBC Affiliate 


Dominant voice in an area 
with more than $2 billion 


in retail sales! 


WESTINGHOUSE 
RADIO STATIONS Inc 


View-Master stereo color pictures will add 
a dynamic new selling dimension to the por- 
trayal of your products and services! Sales- 
men like to use View-Master “come to life” 

ictures because they get and hold attention, 
Gea they're lightweight, compact, easy 
to carry and show. Sales managers like View- 
Master stereo pictures because they get re- 
sults at low cost! If you have a selling 
problem, big or small, View-Master stereo 
pictures can help you solve it. Write for 
complete information. 


Te ag 
STEREO SELLING PICTURES \: 
me. Sawyer's Inc 
SAWYER’ "s INC., Dept. SM 
Portland 7, Oregon 


Please send information about View-Master three 
dimension pictures for commercial use 
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In the beginning ... 


The originator around the turn of the century coined an expression 
for Southern Comfort: "Only two to a customer—and no gentleman 
will ask for three.” This is a gentle reminder that then, as now, the 
drink may be bland, biteless, but it's 100-proof. 


The modern Southern Comfort is the work of Francis E. Fowler, 
Jr., who remembered the drink and after diligent detective work 
located the owners of the name and the original formula, bought 
them and shortly after Repeal went into production. Distribution 
spread rapidly during World War II. Now the old New Orleans drink 
can be purchased in northern Maine and Southern California and 


44 other states. 


The proposition: Southern Com 
fort’s “Special Sampler.” 

The Krupnick survey had revealed 
that most people were not drinking 
Southern Comfort because they neve1 
had had an occasion to try it. 

So the company 
color carton for a 
placed 12 
counter display. 
last year, Special Sampler 
displays began to appear on counters 
from coast 


designed a_ six 
half-pint and 
cartons into a colorful 
Soon, 


to coast. 
Comfort 
merchandising 


took its new 
story to distributors 


Southern 


and dealers in a series of Kodachrome 
slides. 

The company said to retailers: 

‘The home is the real market for 
all liquor sales . this is especially 
true with Southern Comfort, where 
55° of all users were introduced to 
the drink at a friend’s house. That's 
why we have introduced this South- 
ern Comfort Special Sampler.” 

Magazine 
trated in a two-month period played 
the whiskey 


advertisements concen- 
to user’s desire to mix 
tor highballs. 

The company also found a lucra 


tive market in gifts. According to 
the survey 25% of new users were 
introduced to it as a gift. 

What did the Special Sampler cam- 
paign add up to in sales? Half-pint 
purchases jumped 500%. 

But the real story came in the first 
half of this year when total sales* 
increased 47% over the same period 
in 1952, 

Purchasers of the half-pint ($1.99 
in New York City) in the special 
package found a postage-paid reply 
card. They were asked: ‘Was this 
the first time you ever bought a bottle 
of Southern Comfort? Do you intend 
to buy it again?” 

More than 10,000 people took the 
trouble to check their replies and 
return the cards. Of them, 71% re- 
ported they had just made their first 
purchase, and 999% said they would 
buy again. 

To each reply, the company sent a 
copy of the “Southern Comfort Party 
Book.” 

The booklet has helped to create 
tement tor the 
example, provides a 
list of “excuses” for throwing a 
party. “The best excuse, naturally,” 
the booklet, “is that 
everyone in the neighborhood.” 


even 
pany. It, tor 


more exe com- 


says you owe 


*For a report on Southern Comfort’s 
related-product advertising with Seven- 
Up, Canada Dry, and Dole pineapple 


” 


juice, turn to page 22 of this issue 
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Billions of Dollors per Month Seasonally Adjusted 


INDUSTRIAL SALES AND INVENTORY TRENDS 
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Manufacturing Sales 
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Sales Adjusted 
for Price Change 
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Billions of Dollars per Month, Seasonally Adjusted 


For the first time in over half a year, manufacturing shipments in 
June failed to register a gain over the preceding month, reflecting 
a tapering off in the general level of industrial activity in the 
second quarter of 1953. The slackening is, of course, very slight 


92 


durable lines. 


remain at peak levels. 


but is in evidence in steel, autos, appliances and several semi- 


There is no real evidence as yet of actual downturns; new orders 
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This 
is 


IS 
interest HINTHUSIASM! 


he 
AME RICAN WEEKLY 
creates WN'THUSIASM. 


Enthusiasm grows and grows as The American Weekly shows a 44.9% gain 


in advertising revenue for the first 6 months of 1953 


over the same period of last year! 


*Enthusiasm is interest raised to the buying pitch! 
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Which of thease 
[3 problems- 
area 


sales opportunity 


for YOU a 
cs 


You may find several! sales opportunities 
in the latest report of Machine Design's 
Continuing Study of Design Engineer 
Problems. 


The report discusses, analyzes and charts 
the 13 most pressing problems of Design 


Engineers. These problems are: 


Automatic Operation 
Decreased Maintenance 
Easier Operating Controls 
Greater Precision 
Higher Speeds 
Improved Appearance 
Lubrication Methods 
Materials Selection 
Production Methods 
Quieter Operation 
Reduced Costs 
Reduced Vibration 
Weight Reduction 


Hundreds of sales executives have found 
reports of this Continuing Study to be 
an accurate barometer of the Original 
Equipment Market. 


Many Sales Managers use these reports 
to guide their salesmen . . . to tailor 
their promotions for maximum effective- 
ness... to key their advertising copy 
to problems which best fit their product 


advantages. 


The report is yours for the asking. Ad- 
dress your requests to Machine Design, 
Penton Publishing Co., Penton Building, 
Cleveland 13, Ohio. 


Just Call Me “Hot-Shot" 


“Write for our free booklet! You are under no obligation to buy!” 


“Darned right, you’re not!’ I said, talking back to the radio an- 
nouncer whose voice was exhorting me through the speaker. 


Our written and spoken communication with prospective custom- 
ers stresses and re-echoes this ‘‘no obligation” idea with a high degree 
of frequency. Reluctantly I admit that there is a need for it. But I 
would like to see the public’s confidence in selling and salesmanship 
strengthened to the point where no such phrase would ever be neces- 
sary. 


The public distrust and wariness of many salesmen—which are be- 
hind our feeling for the need to repeat this ‘‘no obligation”’ assurance 

are the nasty offspring of an era in which high-pressure tactics and 
over-selling were recognized neither as bad business nor bad public 
relations. ‘They were characteristic of the wild-weedy-growth period 
of industrial development. ‘Today they're still hanging over, as embar- 
rassing as bad manners in an adult who should know better. 


Of all our errors in judament, all our ‘neptitudes in sales practice, 
the use of high-pressure sales tactics is the one that does the most to 
inhibit our progress toward making selling a true service profession. The 
reason is that it produces a reaction not of mere indifference on the 
part of the public, but of out-and-out resentment. Unfavorable experiences 
with high-pressure salesmen are long remembered because they're 
associated with a strong unpleasant emotional reaction. 


High-pressure selling is hard to define specifically. It is likely to be 
somewhat confusing to think about, because some of its basic in- 
gredients are the very same elements we find in expert salesmanship. 
The difference, it seems, lies in the skill—or the lack of skill—with 
which these elements are combined. 


I believe, along with a great many others, that selling should be 
persuasive. But I also believe in persuasion by leading, rather than 
persuasion by attempted force. There is almost nothing as persuasive 
as patiently spelled-out benefits the buyer will enjoy if he chooses to 
invest in our product or service. 


| believe, too, that selling must be enthusiastic. Some measure of 
the salesman’s enthusiasm for his product must shine through his sales 
presentation if it is to be most effective. But the salesman who con- 
fuses action and noise with honest enthusiasm is only a sort of clown. 


I believe that salesmanship must be persistent. But persistence easily 
becomes unbearably boresome. We can make persistence palatable, but 
only if we give the prospect some selfish reasons for being interested 
in further exploration of our story of potential benefits. If he slams 
the door of his mind against what seems to him to be sheer pushiness, 
it’s going to take a great deal of doing to get him willingly to open it 
again. 
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SO, persuasiveness, enthusiasm, persistence they're all attributes ot SELL MORE IN THE 


the successful salesman. But the trouble is that these same qualities, 


clumsily combined by a man who is largely insensible to the nuances of ° ’ 
prospect reaction, produce what the public wraps up in the term “high 


pressure.’’ We meet these men entirely too often. ‘They are doing sell 


era No. 1 State! 


Just what is high-pressure behavior, anyway? What does a salesman 
do to lose the respect ot his prospects to the point where they dislike 
him, distrust him, dismiss him ? 


The high-pressure salesman is a hot-rod boy. He’s obviously going 
somewhere mighty fast. He approaches his prospects with smoke pout 
ing out of his ears. People don’t like to be assaulted. (Have you evet 
had a Great Dane try to climb into your lap?) 


The high-pressure salesman is a fast talker. He rattles like a cat 
nival barker, paying little heed to whether his prospect is following 
his meaning. I know one member of the fraternity who, about every 
fourth sentence, interposes the query, ‘Do you follow me?” and never a Winston-Salem 
waits for an answer. The making of a sale is a development of a is the home of 
thought process. There’s no profit in whooshing off into the wild blue : R. J. Reynolds 
yonder if the prospect still has his feet in the tall grass on the ground. - > Tobacco Co. 


The high-pressure salesman has too fast a draw on the order blank 
and the fountain pen. He hasn't yet laid the foundation for a sale, but 
he wants a signature and he wants to leap on his motorcycle and move 
down the road. ‘There are lots more prospects in the next county, aren’t 
there? 


The high pressure salesman takes off on a panegyri about his prod 
uct without so much as three minutes of exploration to learn whether 
the prospect has a need for the product and, if so, what the nature of 
that need might be. Me, me, me. No you, you, you. 


The high-pressure salesman talks down to his prospect. He com 
municates that air of omnipotence that makes so many people hate 
Winchell. He radiates the cocksureness of a bantam rooster. “You 
poor benighted soul! ... let me tell you what to do!” All of this looks 
pretty silly, because there are usually holes in his statements big 
enough to clear a McCormick combine. It becomes eminently clear to 
the prospect that the salesman doesn’t know what he’s doing himself 
so he’s in no position to give anyone else advice. 


The high-pressure salesman consistently avoids the specific. It takes 
study and time and patience to be specific, and he hasn't studied, and 
he hasn't either time or patience. His language therefore runs to such 
“marvelous,” “better than anything else on the WINSTON-SALEM’S 


market," “a hot investment,” “a value that will walk right out of your 


expressions as ‘‘terrific,' 


store.’ Ask him a question which requires a specific answer, and you get 
noises but no information, 


The high-pressure salesman attempts to use hurry-up closing devices 


that would insult the intelligence of a two-year old monkey. He par 15 COU NTY 
= 


ticularly likes to try to build a false sense of urgency because “we 


have only a few left,” or “this offer may close next week.” Very, very M A R K ET 
few raw materials and finished goods items are in short supply today. 

No respect Is So thoroughly dead as the respect that is killed by $116,806.000* 
bare-faced untruth. * Sales Management, 
1953 Survey of Buying Power 


I’m not yet through with this character—nor with the management 
that condones his cffensive work-habits. But that’s another column. R , LH 
This high-pressure boy we're talking about is ; ffensive liability t ecent official Hooper Ratings 
pre e bo e talking abou in offensive liability to chow WEIS, the Journal-Seatinel 
; . ; Station, FIRST in the morning— 
the status of a true profession until we quarantine him. FIRST in the afternoon—FIRST in 
the evening! For the finest in 
AM-FM coverage, it's WSJS 
in Winston-Salem. 


Represented by: HEADLEY-REED CO. 


selling. We'll never get far with our desire to build salesmanship to 


A. R. HAHN 
Managing Editor 


SULLY US 1953 


NO SUPER MARKET THIS—It's McKesson & Robbins’ dream of a drug store. 


On Tap: About-Face for Drug Stores 


Retail druggists openly admit that 
an increasingly large share of their 
sundries and_ toiletries 
gobbled up by smartly tailored, one 
stop super markets, whopping grocery 
chains and other non-drug outlets. 
The current competitive picture has 
prompted McKesson & Robbins, Inc., 
New York City, national drug whole 
saler, to carry a modernization pro 
gram straight to the country’s drug 


stores, 


volume IS 


If the company’s program works, 
you won't recognize your local drug 
store. 

McKesson fight 
with their own weapons, i.¢., 
display of merchandise; _ plainly 
price-marked items; clean, brightly 
painted and lighted interiors; smart 
fronts; departmentalization. 
The company will sell departmental 
ized display fixtures to drug operators, 
promote the use of new decorative 
lighting and color schemes, and gen 
erally help the druggist tidy up a bit. 

First off, the old wrapping counter 
will come out by the roots. It has to 
go. 

MecKesson’s research shows that 
87% of a drug store’s business is 
transacted at the wrapping counter. 
Most counters are too small and 
cluttered to offer sufficient display 
space, many are hideously outdated. 
Basis of McKesson’s plan is a fixture 


plans to supers 


open 


store 
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to take the wrapping counter’s place. 
Called the “Self-selector,” it is a 21- 
ft. section capable of displaying 4,418 
different items—those which make up 
that 87% of proprietary sales. 
According to H. C. Nolen, vice- 
president in charge of drug merchan- 


Cosmet 


KEY TO THE PLAN—tidy departmentalization. 


Departm at 


dising, the selector (and for that mat 
ter, the entire program) is_ built 
around eight major departments 
which the druggist depends on for 
quick turnover of nationally-known 
products: hair care, baby needs, vita 
mins, oral hygiene, cough and cold 


Perfume 


bes at 


penn 
ASANS 9%) 
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FACE-LIFTED FRONT shows what can be 
done to make drug store customers look, 
enter, buy. Will other drug outlets dress 
up like it? 


remedies, pain relievers, laxatives and 
first-aid items. 

To show what a drug store should 
look like, the company opened a com- 
pletely stocked model store in_ its 
Newark, N. J., plant last month, in- 
vited merchandising consultants and 
pharmacy officials to inspect it. The 
first of several store models to be 
shown in major cities, the mock-up 
outlet got more oh’s and ah’s from 
viewers than a new toaster at a bridal 
shower. 

Vice-President Nolen, standing 
amidst the glitter, told visitors that 
here was a store that could build con- 
sumer confidence on sight. Practic- 
ally the entire stock was featured in 
open displays. 

“It takes complete stock, personal- 
ized service, a professional atmos- 
phere, ease of shopping and control 
of trafic flow,” remarked Nolen, “to 
answer the druggists’ 1953 problem.” 

Has M & R gone head-first into 
the fixture business? “Not in the 
least,” emphasized Nolen. ‘We are 
interested in getting our customers to 
merchandise more effectively so that 
they can operate their business more 
profitably. If we can help our cus- 
tomers do this, then, of course, we 
are going to get more business tor 
ourselves ... It’s as simple as that.”’ 

The company will soon open other 
model stores throughout the country 
to demonstrate “basic principles” of 
merchandising. In addition, drug 
store operators and officials in the 
business will be exposed to an audio 
visual program designed to point. up 
benefits of streamlining. 
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WBNS 3.0 


ream \\ 
gives you the ‘tN op | 


lion's share in wt 
Central Ohio ~¥ 


More people listen to WBNS Radio than any other 
station in Central Ohio! King-sized local talent with 
top CBS network programming treats listeners to the 
top 20 rated programs (Pulse). Yes, you get the lion’s 
share of the rich Central Ohio market with WBNS. 


ASK 
JOHN BLAIR 


COLUMBUS, OHIO 


CBS for CENTRAL OHIO 


FOR THE QUAD-CITIES 


Effective 
July 1, 1953 


Les Johnson 
V.P. & Gen. Mgr. 


Television 


America's No. 1 tax expert 


J. K. Lasser Proposes 


A Lay-Away Plan for Ad Funds 


J. K. Lasser, whose “Your Income 
Tax” booklet has lessened the tax 
headaches of millions of Americans, 
has come out with a plan to help 
businessmen lay aside money in good 
times so that they will have a nest 
egg to pump into promotion and re 
search when sales threaten to slacken. 

Lasser revealed his plan in an ad 
dress to the National Industrial Ad 
vertisers Association. “I urge,” said 
Lasser, “that we propose [to Con 
gress| a funded advertising and re 
search reserve as essential to our 
economy. I'd like to propose one that 
will not cost the government a dime 
in taxes. We can get that if we merely 
shift about the year of a tax dedu 
tion.” 


I sassel ’s proposal ° 


‘1. Every business would be given 
the right each year to get a tax de 
duction for, say, 5€@ or more of its 
sales dollar if: All of this was used 
(before the close of the business year ) 
to buy a non-interest-bearing govern 
ment security maturing five years 
later. ‘This bond would also be re 
deemable at will by the buyer. 


“2. The buyer would be taxable on 
any of the bonds redeemed each yea 

or in full, for any unredeemed 
bonds held at the end of five years. 


“3. The buyer would not be taxed 
in any year of redemption, if he 
could prove that the redeemed bonds 
had been invested in research and ad 
vertising. 
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“Example: Smith Co. buys a mil 
That 
gives it a tax deduction. In 1956 it 


lion of these bonds in 1953. 


redeems them, and spends the money 
fora campaign to market a new toast 
er. It will have no taxed income in 
1956. But, if it redeemed all the 
bonds in 1956 and spent only half on 
advertising or research, it would pay 
a tax on the other half that year. Or 
if it waited until 1958 and had not 
redeemed, it could get its money back. 
But it would owe a tax on the full 
sum. 


How to Define Advertising 


“Simple? Sure, But there are a lot 
of technical points to be worked out 
and filled into this kind of program: | 
think I have started on some of them. 
Most important are such things as: 

“Definition of research and adver 
tising: I can report to you that we 
have been working hard on a standard 
definition of those terms. 

“Protection of the revenue against 
chiselers and bad business managers: 
‘They should not be able to deprive 
the government of its tax bite—if they 
do not set up decent safeguards. 

“IT live in tax work most of the 
time. And so I'd like to answer three 
questions you'll naturally have about 
this specific proposal. 


“1, Q. Is this an unusual pro 
posal? Are there precedents for de 
ferring income or expenses in the tax 
law? 


“A. Sure—and many of them. For 


example: Businessmen can take one 
of a dozen accounting methods to re- 
port. You can by these methods 
(cash, accrual, installment, long-term 
contract reporting, retail accounting, 
etc.) put income in the year you 
choose and expenses in the year you 
like. For example, a farmer normally 
can deduct all his costs of operation 
in one year, even if his tax on the sale 
of crops or cattle comes years later. 
And retailers can report the gain on 
sales in the year they collect from 
customers, even if they deduct all the 
operating expenses of running a busi- 
ness in the year of the sale. 

“All sorts of inventory-taking are 
permissible. 

“Businessmen can always deduct a 
provision for bad debts. 

“All business is entitled to spread 
a loss of one year back to the preced- 
ing year—and then forward five years. 

“AIL business can avoid tax on ex 
changes. 

“All kinds of elections to capitalize 
costs—or to spread them 
by the law. 


are created 


“No tax is ever paid on involuntary 
conversions if we reinvest the pro- 
ceeds in the same kind of asset. 

“Individuals get many similar op- 
portunities to postpone the tax. The 
best-known example is in the ability 
to postpone the tax on FE bond pur- 
chases. You never pay a tax until 
you redeem the bonds. 

“There is nothing unusual in this 
kind of postponement. It is simply a 
change in the method of accounting to 
the government. There is no loss in 
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4,467,742 
hungry mouths 


... for your food ads to feed! 


Every time a child opens his mouth he puts his food 
into it. The more he eats, the bigger he grows; the 
bigger he grows, the hungrier he becomes. It’s a deli 
cious cirele for food advertisers. 
Your ad in the COMPANION reaches the mothers of 
1,467,742 children. COMPANION families are large? 
families.* Convince a COMPANION-reading mother, and 
you sell the “purchasing agent” of a bigger consuming 
unit than is reached by any women’s service book 
To serve up news of food products ... or toiletries, 
appliances, clothing, or any home-and-family product 
there’s no better book, no better buy than WOMAN'S 
HOME COMPANION, 


Women buy the COMPANION to learn more about the care 
and feeding of their familie s. Your ad, there fore, does 
not change the subject. It is the subject 


TEWART, OD sALL AA 1ATE 


The COMPANION reaches larger families - ) | 
. ee . ‘ VAAN | | 
families with more children—than any | | | | 
- - Fe ; Nome | - | 
other wome ws service magazine J a a ; 


CIRCULATION 4,545,007—NET PAID ABC 


he Crowell-Collier Publishing Company e640 Fifth Avenue, New York 19, N.Y¥.—Publishers of Woman's Home Companion, Collier's, The American Magazine 
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KEEP ABREAST 
THE TIMES ON... 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver- 
tisement you ought to see, no 
matter where or when it may 
run—in any of the 1,750 U. S. 


dailies! 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion new products . new 


copy themes, new uses. 


Executives are invited to send 
for our catalog which outlines 
14 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished. 


Send for ACB's Catalog. 48 pages 
Describes each of ACB's 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St * San Francisco 5 


| ADVERTISING 
_ CHECKING BUREAU 
wb inc. 


revenue; just a postponement of the 
deduction. 

“2. Q. How are you going to 
avoid chiseling ? 

“A. Maybe (1) forcing purchase 
ot government bonds before the end 
of the year of the tax deduction, and 
(2) requiring the full tax to be paid 
before the end of five years would do 
that. We'd also have to protect the 
government against failure to spend 
the money on advertising and research. 
A tax would be due then on the 
whole unused reserve. To protect the 
revenue, we'd have to sterilize this 
income from possible offsets that 
might cut the tax. 

“3. Q. How long would you keep 
going this right to buy these bonds 
and get the tax deduction? 

“A, Endlessly. I'd permit the pur 
chase and deduction each year. I'd as- 
sume that the company starting the 
system would keep it up—spending a 
part of the prior reserve, plus its nor- 


mal budget each year. This is precisely 
what we do now with tax deductions 
for insurance and pensions. 

“Seeking this provision in our tax 
law asks for no special privileges. 
Properly established to protect the 
government, it places the burden for 
maintaining our economy—for level- 
ing out the peaks and valleys of a 
free economy—right where it belongs: 
on private, tree, independent busi- 
ness. It simply gives them the impetus 

at no cost to the government—to 
maintain the bridge between produc- 
tion and marketing—when it is need- 
ed most. 

“This is the method in which we 
will force continued jobs for all in 
industry—the method by which we 
will increase our drive for produc- 
tivity and efficiency in distribution in 
all years. 

“Important only in our free econ- 
omy is that we hurry to create the 
firm base to stimulate sales and the 
production of job-giving pay.” 


G. M. Slade, field sales manager.) 


during “Dog Days’ 


Rover could afford it 


Dog Days Memo to Salesmen 


(The following bulletin was sent out late in June to the members of the 
sales force of The Harrower Lahorafory, Inc., Jersey City, N.J. by 


When I was a boy, this time of the year heralded the arrival of 
“Dog Days.” It was the custom that all dogs were to be treated with 
respect, were to be allowed to rest, and restrained from excessive exer- 
cise... Rover, our faithful and devoted companion for 10 months of 
the year, could not be trusted during July and August. He was a 
conscientious and trusted worker on the farm most of the year, but 
during “Dog Days” the orders were “Let The Dog Be.” 


One of the most obnoxious daily chores on the farm was “getting 
... This was a long hard walk for 
a small boy and ruined many a summer afternoon. Rover did it 10 
months of the year, but not during the heat of summer 


the cows” for the evening milking 


In June we were released from the bondage of school only to be- 
come the valet to a bunch of Holsteins .. . 


I’m wondering if today many of us are not tempted to slow down 
.. Are we accepting the fact that there is a 
seasonal work shut-down during the summer months? I hope not, for 
this is the time of the year when the real salesman takes advantage of 
lackadaisical competitors and achieves his best selling. Remember, 
he didn't have any competition. 
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by THE DAILY OKLAHOMAN 
than by any other SOWDAY 


newspaper in the Southwest! 


More Homes Covered 


-AHC IMAN an 


Two U SR . 
eport 
Sea Captain Ramone’ More products are sold through The Sunday Oklahoman because it 


covers more homes than any other Sunday newspaper in the Southwest. 
It's bigger than any Sunday newspaper in Houston, Dallas, Fort Worth 
or San Antonio! 

The Jocally-edited, locally-printed Sunday Magazine section of The 
Sunday Oklahoman spreads across a rich market that “national” 
Sunday — completely miss. None covers as much as 2% of 
Oklahoma 

To cover more homes — make more sales use the BIGGEST 


SUNDAY NEWSPAPER in the Southwest. 


IOMES. 


mo) ?_——> 


THE OKLAHOMA PUBLISHING COMPANY + The Farmer-Stockman 
WKY-TV and WKY Radio °* Represented by KATZ AGENCY 
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Better Days 


For Pineapples? 


Everything happened to pineapples: 


war, drought, labor trouble. While pro- 


motion was suspended, other fruits and 


juices were gaining ground. Now pine- 


apples are fighting for a much bigger 


market — and they're making headway. 


BY ELSA GIDLOW 


When a product has been off deal 
er shelves for years, and production 


lines are reestablished, how can the 


industry retrieve its lost position? 
How attain the momentum needed to 
achieve much faster growth? 

The pineapple industry asked it 
self this ‘question following half a 
decade of diversion of its products to 
wartime uses, and a later series of 
checks on production and obstacles to 
distribution which at times brought 
the industry almost to a standstill. 

Most industries were able to take 
steps to reestablish themselves fairly 
promptly after the end of World 
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War II. Drought, strikes, and othe: 
factors hampered the pineapple indus 
try up to 1951, so that for approxi 
mately 10 years it was impractical to 
advertise the product or engage in 
trade promotion. ‘This was true fo: 
the all-industry program ordinarily 
sponsored by the Pineapple Grow- 
ers’ Association, and for its member 
companies. 

The industry had not advertised 
since 1939. Individual companies, if 
they advertised pineapple at all, did 
little more than keep the product in 
public CONSCIOUSNESS, 


‘Today the picture is changing. 


LIBBY WOOS THE HOUSEWIFE: Here's 
one of the company's mass displays in a 
big super market. Hawaiian sports, girls, 
scenery, supply the display theme. Industry 
people say 60% of pineapple is sold in not 
more than 40% of the outlets . 
manufacturer interest in big-market support 


. . hence 


DEL MONTE'S BID: This display in a Wash- 
ingten, D. C., super market sold 824 cans 
of pineapple and pineapple juice in a 3-day 
period. It made use of Calpak's “Sunshine 
Cruise" promotional material. 


= 
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The industry has measured its posi 
tion. It has set some objectives. ‘Vhe 
Association’s $1,750,000 advertising 
and merchandising program, launched 
in June 1952 is rolling along in high 
gear. Member companies in the Asso- 
ciation are energetically promoting 
their own brands. And sales are stag- 
ing a comeback. 

There were five main reasons why, 
until recently, an insufficient supply 
of pineapple products was available to 
justify an all-out advertising and 
promotional effort. 

1. From Pearl Harbor to war’s 
end in 1945, the U.S. Government 
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took a major portion of the supply 
of pineapple (up to two-thirds at the 
peak of war needs). Companies pro 
rated the remainder to sell to cus 
tomers on the basis of their prewar 
purchases. ‘The proration continued 
until recently. 

2. Wartime conditions in the Ha 
the Mainland 

labor, etc.) 
members from 


wailan Islands and on 
(scarcity of. materials 
prevented industry 
carrying on soil fertilization, pest 
control, soil fumigation, cultivation, 
new plantings. “Iwo factors, how 
ever, were advantageous to the in 
dustry: Requisite tin plate was made 
available for this “essential” item and 
shipped to the Islands along with 
wartime cargo because it could be 
fitted in as ballast, knock-down card 


board boxes for shipping, since they 


were lightweight and could be placed 


on top ot other cargo. 
3. As soon as war demands on the 
pineapple pack had ended the Ha 
Waiian industry was confronted with 
a drought. The drought cycle did not 
result in total crop failure, but in an 
inferior crop—smaller fruit, and re 
duced tonnage. It also hampered 
processing and selling, for some firms 
more than others. 
panies whose buyers were accustomed 


For example, com 


to a specific size fruit slice in a given 
size can were taced with advertising 
and promotional difficulties if this 
size bec ame scarce Or 
Companies _ that 
quality 


unavailable. 
uniform 
were particularly hard hit. 


St! essed 


4. From war’s end until almost a 
year ago the industry was confronted 
with labor difficulties. A series of 
dock strikes prevented the limited 
available pack from being moved 
freely to the Mainland; it delayed 
transportation of important materials 
for Island canneries. 


5. Supplies of pineapple have been 
held down because of the tight land 
situation in the Islands. “Tonnage 
has increased through improved prac 
tices in cultivation; also through ex 
pansion by one industry member 
(Calpak) in the Philippine Islands. 
Recently member 
(Hawaiian Pineapple Co.) acquired 
land in Hawaii. ‘There has been a 
steady increase in the pack from the 
1946-47 crop year to the present time. 
but land shortage for pineapple-grow 
ing remains a problem. 


another industry 


One company (Hawaiian Pine 
apple, packers of Dole brand) that 
represents approximately 35% of to 
tal pineapple tonnage which places 
it first among the eight factors in the 
industry—ran into difficulties. The 
company’s efforts to improve and ex 
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pand production were successful, and 
by 1951 it was prepared for the larg- 
est high-quality pack in its history. 
An advertising program was planned 
(which would have been the signal 
tor the industry to start promoting) 
but it had to be abandoned. A six 
month strike of field workers pre 
vented a third or more of the finest 
fruits from going to canneries, and 
disrupted the firm’s processing sched 
ules. ‘The strike also brought down 
the total industry pack. 

In the 1952-53 crop year it began 
to look as though the industry could 
sell normally. Prior to that time it 
had been assessing its position. 

The industry discovered that it had 
failed to keep pace with population 
and buying power gains. Here is 
what pineapple men learned about 
their product in relation to the mar 
ket and competing products: 

In the decade that pineapple had 
not been promoted the market had 
grown 27% (about 45 million fami 
lies instead of 35 million). Purchas 
ing power had increased 7407. 


Consumption of pineapple’s closest 
competitor, the cling peach, during 
that time had increased by approxi 
mately 50%. ‘To the extent that it is 
possible to estimate consumption of 
pineapple by averaging out inventory 
fluctuations over four-year prewat 
and postwar periods, pineapple shows 
a gain of approximately 32%. Other 
canned fruits increased approximately 
48%. 

Juices presented a sharper contrast. 
In the decade under consideration, the 
same type of estimate used for the 
fruit gave pineapple juice approxi 
mately a 12% gain. All other canned 
and frozen fruit and vegetable juices 
had increased by 172.6%, a tripling 


of prewar usage. “Tomato juice was 


up 55.7%. Single-strength orange 
juice had leapt ahead of all othes 
juice with a 726.9% gain. 

A top executive of one of the larg 
est. packers summarizes: ‘Market 
wise, we had a static demand factor. 
We had not been building new cus 
tomers, new uses. ‘To put it simply, 
if a loval pineapple user had been ac 


The 4-year average (‘38-'42) in 
millions of cases packed for 


These juices Wes 
Canned orange 2.6 
Frozen orange concentrates 0.0 
Other frozen concentrates 0.0 
Grapefruit 11.7 
Orange-grapefruit 1.3 
Tomato 15.8 
All other 6.2 
PINEAPPLE JUICE 11.4 


The 4-year average ('38-'42) in 
millions of cases packed for 


These fruits: Was 


Peaches, cling & spiced 10.2 
Peaches, freestone 16 
Pears §.3 


Fruit cocktail, salad 
& mixed fruits 4.7 


Apricots 2.8 
All other 144 
PINEAPPLE 10.1 


Packer 


In ‘52 this 
was the pack: 


In ‘52 this 
was the pack: 


The Pineapple Folks Read ‘em and Wept 


BOX SCORE 
Battle of the Fruit Juices 


This represents a gain, 
since '38-'42, of 


22.5 765.4% 
38.6 
A 
18.3 
9.5 
36.4 
20.1 
12.4 


Battle of the Canned Fruits 


This represents a gain 


since '38-'42, of 


19.4 90.2% 
i 131.3 
7.0 32.1 


10.0 112.8 
4.8 71.4 
24.3 68.8 
13.2 30.7 


Source: An original confidential report to members of the pineapple industry 
Figures from Canners League of California, Florida Canners Association, National 
Canners Association, Pineapple Growers Association of Hawaii, Western Canner & 


customed to buy, for example, a can 
of slices and a can of juice every 
week, nothing we had done had stim- 
ulated her to buy a second can of 
either; or to move her neighbor, who 
had bought none, to demand the first 
can.” 

The industry discovered that it had 
lost more ground in distribution. In- 
terest in the product by store oper 
ators and managers had fallen off. 
For years grocers had ignored pine- 
apple when placing their orders. 
Fruits and juices, instead, were active 
ly promoted. Some operators who 
had entered the retail field since the 
war, and a whole new generation of 
retail salespeople, had had little or no 
experience with pineapple products. 

Obviously, as one industry member 
phrased it, “it was going to be neces- 
sary to create some real excitement 
about pineapple” if the industry was 
to put itself back on grocery store 
shelves in sufficient quantity to keep 
abreast of production. 


A New Per Capita Target 


The highest postwar consumption 
of pineapple products was _ reached 
during the 1950-51 crop year, with 
4.3 cans per capita or 15.2 per family. 
To keep pace with production and to 
take advantage of population” in 
creases, surveys indicated to industry 
members that consumption of pine 
apple products should be increased by 
1954 to 6.4 cans per capita, or 22.8 
cans per family. 

The Pineapple Growers’ Associa 
tion, which had not placed industry 
advertising since 1939, plunged in 
with an advertising budget of $1, 
750,000 for the 1952-53 crop year, 
starting in June. The pineapple in 
dustry was the first industry to ad 
vertise cooperatively on a consistent 
basis. Beginning in 1909, it had for 
30 years kept pineapple before the 
public. 

The new campaign was announced 
to the trade by a nationwide series 
of newspaper advertisements. A long 
term advertising 


program included 


color pages in more than a dozen top 


Each month, 
copy concentrated on a different use 
or tie-up with other products. Juice 
was promoted heavily. Pineapple 
chunks and slices were promoted in 
connection with recipes (pie, cake, sal 
ads) or in conjunction with other 
products (ham, ice cream). 

Previous market research had dis 
closed that there was no educational 
problem; people knew how to use 
pineapple. This attested to the good 
job done by advertising and by in- 
dividual companies such as Hawaiian 


circulation magazines. 
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Pineapple [Dole], Calpak [Del 
Monte], Libby, and Stokely which, 
even during 1940 to 1950, had to 
some extent kept the product and its 
uses before consumers. 

The industry now had a “propa- 
ganda” job: to remind people how de- 
licious pineapple (fruit and juice) is 
and how many ways pineapple prod- 
ucts can be used. Because “‘the flavor 
of pineapple is unique’ and “one of 
America’s best-liked flavors,” it was 
decided to emphasize this point. 

While the industry was doing its 
promotional job for the product, in- 
dividual company promotions were 
backing it up. One of the most 
colorful programs was that of Ha- 
waiian Pineapple Co. with its “Ha- 
waiian Harvest” theme. California 
Packing Corp. had launched a year 
earlier a seasonal theme promotion for 
its Del Monte pineapple, called 
“Sunshine Cruise,” which is being re- 
inforced this year. Libby, McNeill 
& Libby, with one of the largest pro- 
motional budgets for pineapple 
plugged its flavor theme. Smaller 
companies got behind the industry 
program according to their means. 

Hawaiian Pineapple and Libby 
took advantage of the color, glamor 
and excitement of Hawaii to provide 
the background for an intensive pro 
motional campaign. “Tropical 
tang,” ‘“‘Quick-packed in Hawaii to 
bring you the freshest-tasting pine- 
apple juice ever,” are phrases featured 
in the Libby copy. Calpak played up 
“tropic fruit’ since its sources of 
supply are the Hawaiian Islands and 
the Philippines. All campaigns had 
excellent follow-through to the point 
of-purchase. 


One Company's Program 


The Hawaiian Pineapple program 
is typical of the manner in which in- 
dustry members tackled the problem 
of regaining retail support while stim 
ulating consumer desire to buy: 

This company, the only one that 
sells pineapple exclusively (except for 
a small pack of fruit cocktail con- 
taining pineapple) had maintained an 
institutional program during the lean 
decade. The Dole label was promoted 
with limited schedules in a number 
of leading women’s service maga- 
When the big push for sales 
started the program was expanded. 
In September 1952, the company 
added to its previous list full-color 
space in Life and The Saturday 
Evening Post, plus strong copy in 
Better Living, Everywoman’s Mag- 
azine, Woman's Day, Family Circle, 
American Family and Western Fam- 


zines. 


ily. The ‘Hawaiian Harvest” theme 
was a natural vehicle for the sug- 
gestion of plenty plus quality which 
ran through the advertising from 
consumer to trade levels. 

Enthusiasm at the broker level was 
created with announcements and pre- 
views as early as July. A point-of- 
purchase kit was made available to 
retailers. Exceptionally colorful, it 
contained co-ordinated pieces: win- 
dow posters; wire hangers; shelf- 
talkers; stock cards; recipe leaflets. 
All stressed the harvest theme and 
used vivid tropical scenes related to 
pineapple. 


Hawaiian Theme in Promotion 


Point-of-purchase material took in 
to account changes in the nature of 
retail distribution—super markets, 
for example. The Hawaiian Har- 
vest posters, 47” x 36”, and 22” x 
34”, were blowups of the Life and 
other national magazine advertising. 

Brokers concentrated on persuad- 
ing major retailers to stage Hawaiian 
Harvest festival promotions and 
“parties” in Dealers 
were to contribute additions of their 
own, such as Hawaiian costumes for 
sales personnel, leis or orchids for 
customers, Hawaiian music, tie-in of 
other tropical-type products for store- 
wide promotions. 

To back up brokers and retailers, 
Dole scheduled newspaper space in 
approximately 50 major markets, in 
color, which broke at the same time 
as the magazine program. ‘This not 
only strengthened the promotion at 
the regional level but enabled brokers 
to encourage tie-in advertising by re 
tailers. 

Dole’s district sales managers, 127 
brokers, and broker salesmen whose 
job it was to do the preliminary work 
with the retailers, were provided with 
a handsome portfolio which sum- 
marized the campaign. It was the 
sales presentation for broker salesmen 
to use in their talks with retailers. 

The promotion covered juice, slices, 
tidbits, chunks, crushed pineapple, and 
fruit cocktail. The Hawaiian Pine 
apple spring campaign (with a new 
theme, “Golden Cargo”) adds two 
items—frozen fresh chunks, and 
frozen condensed juice, which are 
now building up to an important part 
of the Dole line. 

It is important to note the follow 
up at point-of-purchase. All members 
of Pineapple Growers’ Association 
and Association field men work to 
make retailers conscious of pineapple 
as a product high in consumer favor ; 
one that enjoys, as a leader in the 


their stores. 
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Idea suggested by HAROLD DALY 
Olson Rug Company, Chicago 


In Chicago, it takes 2— 
to hit the jack pot 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 
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Col ow 
Foundry’s 
PLUS 5 
SERVICE 


to put extra push 


behind your sales program 


What is PLUS 57 It’s your key to 
more business from foundries, It gives 
every FOUNDRY advertiser a bonus 
he can | from no other source. Here 
is help in analyzing this market 

studying sales territories and poten 
tials planning the sales effort—and 
creating a construc tive promotion pro- 
gram to the 5 billion dollar foundry 
market. It’s time to take a new look at 
this market—and at the unusual sell- 
ing aids we have for you. Say PLUS 5 
to your FOUNDRY representative 
and he'll show you this 5-step program 
designed to move more of your prod- 


ucts into foundries. 


F A Penton Publication 


more than a magazine...a complete 
sales development service 


Penton Building, Cleveland 13, Ohio 


industry phrases it, “the consumer 
franchise” despite years of unavail- 
ability and meager promotion. 

Like the Dole program, Calpak’s 
“Sunshine Cruise” was played up 
with heavy promotion to grocers as 
an event geared to “Smooth Sale- 
ing’ for Del Monte Pineapple 
“more profitable than ever before with 
the strongest advertising ever put be- 
bind any canned fruit.” 

A spokesman for the Pineapple 
Growers’ Association says: ‘All ob- 
servable signs and known facts indi- 
cate that the industry’s combined pro- 
motional forces have started sales 
moving in the right direction—up- 
ward.” 


Volume Gains Momentum 


Individual members are more em 
phatic: Warde Cousin, Jr., sales man- 
ager for Libby’s California Fruits Di- 
vision, which spent $1 million last 
year to promote its brand, says that 
sales have increased by a minimum of 
25%. He adds that the promotion 
“is just beginning to take hold.” A 
good omen, he believes, is the cooper- 
ation from the trade which has been 
particularly evident this year. Cal- 
pak, too, notes improved grocer ap- 
proval of pineapple. ‘We are get- 
ting more display and shelf space, 
stacking, and featuring,” a spokes- 
man for Del Monte says. This com- 
pany, which since 1946 has increased 
advertising for pineapple to the pres 
ent high level, finds that sales of pine 
apple juice have increased substan 
tially during the past year. 

Hawaiian Pineapple representatives 
say that the Dole label promotion 
helped to move large stocks into dis 
tributive pipelines. Every market 
showed important sales increases. 

The general sales manager of one 
company says: ‘We do not hesitate 
to say that the availability of big 
stocks of a fine pack, coupled with 
a strong advertising program, tied in 
with an equally strong point-of-pur- 
chase follow-through, combined to 
give us the most successful promo- 
tion in our history. We believe it 
points to a master strategy for fu- 
ture sales development events.” This 
is equally true for the industry as a 
whole. 

One phase has not been mentioned : 
the institutional and industrial uses 
for pineapple which at present ac- 
count for more than 20% of total 
pineapple consumption. Industry men 
believe that although there have been 
gains they have not touched the possi- 
bilities for expansion in these fields 
of mass feeding and production for 
remanufacture. 


Our Regional 
Research Can 
HELP YOU 


Get statistical source 
matericl, public and pri- 
vate. 

Forecast economic 
trends for specific creas. 
Set sales quotas. 

Iron out weak spots in 
distribution. 

Locate boom markets. 
Establish market poten- 
tials for consumer and 
industrial products. 
Forecast industry and 
company sales. 

Locate new retail out- 
lets. 

Loccte new manufactur- 
ing facilities. 


Behind the statistics publish- 
ed in the SURVEY OF BUY- 
ING POWER lies the most 
complete collection of — re- 
gional and local market data 
in the country. This infor- 
mation can be brought to 
bear on all basic problems of 
distribution, in the form of 
individualized studies tailor- 
ed to your needs. All inquir- 


ies welcomed. 


RECENT SPECIAL STUDIES: 

© Forecasting Residential Construction 
Activity by Areas, 1950-60. 

@ Employment and Value Added in 
20 Industrial Classificotions, by 
Counties. 


@ 71 Boom Areas of 1952. 


@ The Lack of Retail Outlets in New 
Suburban Markets. 


®@ Discretionary Income, by Counties. 
© The Impact of Television on Motion 


Picture Admissions, by Areas. 


MARKET 
STATISTICS, INC. 


Research Consultants to 
SALES MANAGEMENT 


432 Fourth Ave., N. Y. 16 
MU. 4-3559 
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Speaking of READERSHIP... 


Less than a month after publication more than 500 companies and 


organizations had already ordered copies of the 1953 Survey of 


3uying Power 


A large part of these were bulk orders. Safeway 
Stores, Inc., for example, wrote in for 34. Schick 
Inc. ordered 15. Abbott Laboratories 3. E. I. du- 
Pont de Nemours & Co. 10. U 


Division of the Treasury Department 4. The Kro- 


. 5. Savings Bonds 


ger Co. 15. Colgate-Palmolive-Peet 3. Sears, Roe- 
buck & Co. 22. 


In most cases the company had already received 
its regular subscription copies—like duPont, with 
36 subscriptions ... U.S. Steel Corp., with 6... 
J. Walter Thompson Co, 12... 


Carpet Co., Inc. 33...Scovill Manufacturing Co. 7. 


Bigelow-Sanford 


over and above 18,500 subseription copies. 


Orders have been coming in since January, 
some even earlier... in tones and phrases that 
bespoke crucial needs and prodded us for miracles 
of advance delivery. They'll keep coming till the 
supply runs out... long before the end of the 
year. The Survey's always been a sell-out. This 
year we'll distribute 4,500 copies more than in "52. 
And will probably wind up having to pry a dog- 
eared copy from a staff member to supply a 
desperate but late customer ...as we did when 
Ford Motor Company wanted another Survey (on 
top of 17 subscriptions) after the “Sold Out” sign 
went up last fall. 


All this urgency, rapid-fire demand and large-scale appetite for Survey of 


Buying Power data add up to a mighty testimonial. From one end of our 


economy to the other . 


. . for Federal, state and municipal departments, for 


thousands of national advertisers and advertising agencies, for national and 


local health and welfare agencies . 


the Survey isa MUST 


the one and only 


-atalyst that turns their eager hopes and plans into successful action. 


And it adds up to that ideal condition for advertising results most media 


people have in mind when they talk about readership. 


The Survey of Buying Power 
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THE MAGAZINE ole 


386 FOURTH AVENUE 
NEW YORK 16, N. Y. 


WHAT HAPPENED when postmen delivered bells, spacemen, tops, peaches? 


Mischievous Mailings 
Sell Esquire Slacks 


Esquire Sportswear's five-pronged promotional mailing 
to dealers ups new accounts by 25%, and stimulates an 
impressive linage of local, dealer-sponsored advertising. 


Esqu re 
York City, 


of box mailings to retailers 


Sportswear Co., New 
has whipped up a series 
replete 
with everything from spacemen to 
“Chico” 
slacks. In an attempt to capture a 
larger slice of the $6 million men’s 
slack market the company, working 
with Celanese Corporation of Amet 
a tab 


peaches—to sell its new 


ica, IS promoting “Prospector,” 
ric made of Celanese acetate. 

Mailings hammer home a point 
don’t just stock slacks sell ’em. 
Pay-off ? About 25,000 lines of dealer 
sponsored advertising to 
date, and an increase of 25% in 
dealer That figure, the 
company believes, can be upped an 
other 100% if reactivated accounts are 
ink luded. 


newspaper 


accounts. 


Heart of the company’s promotion 
was a series of five mailings to ap 
proximately 400° retailers who had 
placed orders for the new slacks. Four 
of the mailings were glossy black 
3” x 314” boxes, each of which con 
tained an illustrated booklet. Dealers 
were informed of the firm’s scheduled 
advertisement (one-half page, tour 
color) in the June 2 issue of Look. 
The same advertisement, in black and 
white, was scheduled for the June 
issue of Ladies’ Home Journal. 

First of the box mailings, on 
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March l, 


wrapped 


enclosed a_ cellophane 
peach, with the message 
“It’s a peach of a promotion.” Re 
tailers were told about the new mens 
wear fabric in Chico slacks, and were 
alerted to the Look advertisement. 

Its second mailing proved that the 
company was in step with the times: 
An army of space cadets, on March 
15, invaded retailers’ stores to bring 
them the news that “It’s a promo 
tion that’s out of this world,’ and 
to remind them of the scheduled 
Look ad, 

The company’s third box ‘“gim- 
mick” was slightly more earthly—a 
white porcelain bell, to tell retailers 
“It’s a bell-ringer promotion.” In- 
creased sales were forecast for deal 
ers; they were asked to write for a 
free promotion kit of tie-in aids. 

More earthly still was the fourth 
mailing—a package of dealer aids. On 
May | preprints of the Look adver- 
tisement cardboards, 
newspaper mats, Look and Journal 
logos were mailed. 

Its final mailing (May 8) before 
the May 19 Look advertising break, 
literally spun the company’s message 
to retailers. The enclosure: a top, 
to announce that the promotion of 
Chico slacks was “one of the top pro- 
motions of the year.”’ 


mounted on 


Each of the booklets enclosed in the 
boxes carried the message: “Check 
These Vital Statistics (There's still 
time to buy-in and tie-in!). Retailers 
were given the ‘who, what, when and 
where” of the Look advertisement. 

Earlier, the company laid the 
groundwork for its box barrage by: 

Distributing miniature gambling 
machines to dealers at a meeting in 
New York City of the National As 
sociation of Retail Clothiers and 
Furnishers. 

Sending out broadsides, last Octo 
ber, to 2,600 retailers, stating that a 
new fabric was available. 

Following up with letters to retail 
ers who had not responded. 

Having company salesmen contact 
retailers. 

This preliminary work drew from 
500-600 account inquiries, according 
to Edward Meyers, director of adver 
tising and sales promotion, 

A solicitation letter was then 
mailed, in February, to 800 retailers, 
enclosing swatch cards and preprints 
of the advertisements. Look added 
200 names to the list for a follow-up 
letter, reinforced by a point-of-put 
chase kit to retailers. Two letters 
from Ladies’ Home Journal similarly 
informed retailers of the scheduled 
Journal advertisement. 

To dealers who had_ responded 
Mevers sent a letter, enclosing a sam 
ple of a direct mail postal card of the 
scheduled color advertisement. Retail 
ers were informed that these cards 
were available, with the store’s im 
print, at $13.50 per thousand (mini 
mum order). 

For further direct mail promotion, 
Esquire attaches to each pair of slacks 
a “Warranty of Fashion and Com 
fort.”” The buyer mails a reply card, 
attached to the warranty, and the 
company then forwards the buyer's 
name and address to a local outlet. 


SALES MANAGEMENT 


The Oregonian 
reaches 7 


than any other selling medium 


in the Oregon Market 


Retail Advertising 
General Advertising 
Classified Advertising 


the Oregoni an Portland City Zone 


Trading Zones ano SUNDAY - 
Total Oregon Market 


229,004 Daily 289,542 Sunday 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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LOTS OF EXCITEMENT at the pumps helped dealers to cash in. Point of-purchase 


tie-ins were lavish because the Pan-Am salesmen personally helped with display. 


Gas Drive Pays Off because 
Field Men Helped to Plan It 


Each Pan-Am Southern salesman, distributor and dealer 


threw in his two cents’ worth on what ought to be done to 


insure a splashy debut for an improved motor fuel. Results: 


nice team play, a red-letter month in company history. 


When Pan-Am Southern Corp. 
New Orleans, broke its campaign on 
“B-E Day, 1953” for a new, more 
powertul gasoline, the sales strategy 
committee was certain of enthusiastic 
follow-through by field salesmen and 
distributors. Many of the promot onal 
ideas and methods had come directly 
from the field men, who had pat 
ticipated in the planning. 

Pan-Am, a subsidiary of Standard 
Oil Co. of Indiana, refines and mar 
kets petroltum products through six 
southern states. The campaign was 
centered around a new gasoline de 
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signed to furnish balanced energy 
(“Instant starts in any weather, 
no-knock getaway, thrifty, 
money-saving milage.”’) for the high 


swilt, 


powered engine otf today’s cars, 
From June 1952, when the first 
plans were laid, until April 1953, 
when B-E Day broke, Pan-Am con 
sulted its salesmen, and incorporated 
many of their along 
with the ideas of distributors and 
dealers—into the final package. Re- 
sults? “April,” says Hal R. Yockey, 
advertising manager, “is not normally 
one ot the larger sales months except 


suggestions 


in unusual circumstances where there 
are shortages or other factors outside 
the control of the company, which 
drive consumers to stock up on ail 
gasolines. This April was one of the 
biggest sales months in Pan-Am his- 
tory. And the sales increase is con- 
tinuing just as strongly as we round 
into summer.” 

Yockey is one of the members of a 
Pan-Am board which has charge of 
all advertising and sales promotional 
activities. It was set up a year and 
a half ago to avoid hit-or-miss meth 
ods and to co-ordinate activities of 
the sales, sales promotion and advei 
tising departments. Other members 
are: Harry S. Read, vice-president in 
charge of sales; F. R. Lutenbacher, 
general manager of sales; Sam Jf. 
Allen and Joe C. Rollins, assistant 
general managers of sales; Tom J. 
Craig, sales promotion manager. 
Members meet regularly with repre- 
sentatives of the advertising agency, 
Fitzgerald Advertising (located in 
the same Lee Circle Building that 
houses Pan-Am headquarters). 

Last June, the committee held its 
first consultations with engineers 
from the Destrehan, La., refinery. 
New equipment there made it pos- 
sible to turn out a better gasoline 
than Pan-Am had yet marketed (bet 
ter its executives believe, than that 
of competitors). The first sessions 
were devoted to discussion of the 
new product. 

Then, advertising and sales plans 
were made. “These were very rough 

ntentionally so when we first 
went on the road to bring the sales 
men and distributors into the act,” 
Yockey reports. 

The six-state territory was divided 
in half. Yockey and Craig, whose 
department handles point-of-purchase 
and other station promotional ma 
terial, split the work. 

“We first held meetings with the 
divisional sales managers and _ sales 
men,” Yockey says. “This was long 
before anything concrete had been de 
cided. We wanted to hear their rea 
tions and, more important, to get 
their suggestions. That way, we were 
insuring two things: First, their late 
enthusiastic cooperation in putting the 
campaign over; second, that a/l good 
ideas would be considered. Pan-Am 
doesn’t believe that top management 
has any corner on the company’s sell 
ing brains.” 

Most ot the suggestions, Yockey 
admits, were “purely mechanical.” 
On one rough advertising layout, he 
notes, there was a fulcrum pointing 
in one direction. “A  mechanically- 
minded salesman suggested that it go 
the other way. His idea seemed 
sound ; we adopted it.” 
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Nevertheless, the principal aim 
The six-state tours of 
Yockey and Craig built enthusiasm 
for the campaign and, by enlisting 
the field men, made sure of their en- 
thusiastic parti pation. 

Next, the team met with distrib- 
Pan-Am products in each 
nvited their comments and 
A final swing took them 
to meetings with Pam-Am dealers. 
ill levels was im 
much of the 
enthusiastic ally 
dealers 


was achieved. 


utors ot 


state 


and 


suggestions, 


Cooperation on 
For 


would hinge on how 


portant. 


SUCCESS 


salesmen, distributors and 
carried out local-level activities such 
is the publicity plan. Initial releases 
which described new facilities at the 
Destrehan refinery, and how. these 
made possible an improved gasoline, 
had been mailed before B-E Day to 
newspapers throughout the territory. 
These came direct from Yockey’s ad 
vertising department. For stimulating 
local and distrib 
utors were given 10 spe fic sugges 
Examples: 


interest, salesmen 


tions. 


Promotional Ideas for Dealers 


‘Friday, April 3, 
the day Pan-Am big 
newspaper and radio campaign for 
Balanced Energy During 
the week preceding, this coming event 


IS k ck off day 


laun hes its 
(jasoline. 
should be ballvhooed at every station 


‘Next Friday is 


Dav!’ This message can also be 


with signs reading: 
B-] 
whitewashed in large letters on the 
driveway and the street. On B-E Day 
the message should be 
‘Here! Balanced Energy 

“Arrange for a 
school 


changed to 
Cjasoline!’ 
high 
photo 
graphed in a ‘human pyramid’ forma 


group ot 


cheerleaders to be 


tion. Two girls balanced at the top 
of the P le hold between them the 
cloth Balanced 


Gasoline. This picture 


Energy 
the 
names of all boys and girls appear 
will be suitable for 
on or after B-E Day. 

“Tf a sound truck is 
it for B-E Day. 


signs: ‘It’s here! 


banner on 
carrying 
ing publication 
ay ul ible, h re 
On each side place 
Pan-Am’s Balanced 
Energy Gasoline!’ 

“Urge 
available 
to thei 


ergy 


cle ilers to 
attract attention 
as the Balanced En 


campaign vets 


youl use every 

means fo 
Stations 
inder way. 
floodlights at n ght, 
clow ns, tree balloons and loll pops tor 


these are 


Loud speakers, 


only a few 
used to 


the youngsters 


of the devices that can be 
catch the publ c eye and ear.” 
The B-E Day, 
distributor received this telegram 
from Frank Lutenbacher: 
“Virst weeks of Pan-Am gasoline 


campaign 


morning of each 


starting today will give 
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your dealers their greatest opportun- 
itv in history to win loyal customers 
away from competition. Every extra 
ettort to with 
Pan-Am service that is fast, friendly 
and complete will pay oft in extra 
future profits. While the spotlight is 
Am it 


give its 


impress car-owners 


on Pan is urgent for every sta 


tion to finest performance, 
service man to be on his toes, 


( od 


every 
every rest room fo be clean. 
luck.” 

It was the task of salesmen to get 
behind dealers and distributors, to see 
as scheduled 
point-of-purchase material 


that the stunts went on 
and. that 


was up at dealer stations. They also 
made available to dealers—for giving 
to driveway customers—an offset re 
production of the release to newspa 
pers. Designed to look like a clipping 
this had a red overprint: “We've 
got it! We'll fill tank today 
with this Am Balanced 
Energy Gasoline.” 

The Pan-Am strategy 
mittee credits the good results trom 
the campaign to the advance field 
work, and to the fact that salesmens’ 


yout 
new Pan 


sales con 


distributors’ and dealers’ ideas were 
nvited before the final plan was blue 
printed. 
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SCIENTIFIC AGRICULTURE RESULTS 


IN 


MORE PRODUCTS IN HAMPTON ROADS, VA 


Your Advertising is MORE PRODUCTIVE 


in America’s 
Miracle 
Market 


The great strides that have been, and 
are being made, in the development of 
more that 
agriculture is playing an even bigger 
part in this market’s economy 


productive farms means 


Get share of the increased 
retail sales in Norfolk, Portsmouth, 
Hampton, Newport News and Warwick 


America’s 26th market. 


WTAR: NBC Affiliate 


your 


| PRODUCE MORE SALES 


use both Dominant WTAR-AM 
and WTAR-TV, Norfolk 
tact Edward Petry & Company, 
National Sales 
Representative 


WTAR-TV: All Networks NORFOLK, VA. 


Advertising and Catalogs Reduce 
Sales Costs for Industrial Sellers 


Cold calls are necessary in any 
organization that sells to industry, 
but they produce only 9 orders out of 
every 100 calls, whereas following up 
brings 16 
orders per 100 calls, and every 100 
calls on invitation after the prospect 


leads from advertising 


has consulted the company’s catalog 
produce 38 orders. 

Costs and results on different types 
of industrial sales calls were investi- 
gated last month by the Sales Execu 
tives Club of New York. A question- 
naire mailed to 1,328 executives re 
sponsible for sales in 1,018 firms that 
sell to product engineering, plant en 
gineering and machine tool industries 
brought a 22.4% return. All respond 
ents are national advertisers and have 
national distribution. 


Average Cost: $17.24 


“What do 
you estimate is the average cost per 
call by your salesmen ?” 

The mean average was $17.24. 
More than one-third of the respond 
ents reported call costs in excess of 
$20; more than one quarter reported 
costs under $10. The lowest reported 
call cost was $1; the highest was 
$130. 

Respondents then gave either facts 
or “educated guesses” in answer to 
three pointed questions: 


The first question was: 


‘I. In your opinion, out of every 
100 cold calls made by your sales 
force, how many orders do you get ?” 

Answer: 9.2 orders. 

“2. In your opinion, out of every 
100 calls made by following up an 
inquiry from your publication adver 
tising, how many orders do you get ?”’ 

Answer: 16.0 orders. 

‘3. In your opinion, out of every 
100 calls made after your prospect 
or customer has studied your catalog 
and invited your salesman to call, 
how many orders do you get?” 

Answer: 38.4 orders. 

Since respondents were told, “Sta 
tistically accurate or confidential fig 
ures are not essential, an educated 
guess W ill do,” it is obvious that these 
answers should be taken as_ broad 
indicators rather than as precise meas- 
urements. But the differences in re 
sults between the three types of calls 
are so marked as to be highly sig 
nificant. 

When the differences in number of 
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orders secured are translated into dol- 
lar costs per order, the variation is 
even more noticeable. 

The average cost per call is $17.24; 
every 100 calls cost the company 
$1,724. What is the average cost per 
order? 

Average Average 
orders cost 
Conditions _ per 100 calls per order 


Cold calls 9.2 $187.39 
Following an ad- 

vertising lead 16.0 
On invitation 

after catalog 


consulted 38.4 44.89 


Some interesting extremes were re- 
ported by respondents. One-third get 
only a couple of orders from every 
100 cold calls, while nearly one-fifth 
get 20 orders and up. 

A third of the companies translate 
less than 10 out of every 100 adver- 
tising leads into orders, while one- 


The Harvest Counts 

At a sales meeting, one of 
the old-timers got up. He 
pulled out his order book, 
and addressing the badly 
battered advertising man- 
ager said, “Here is the thing 
that brings orders to this 
house—the order books of 
my fellows here. Can you 
show me a single order that 
advertising or catalogs ever 
put on an order book?” 


The advertising manager 
answered: “'I'll answer your 
question if you will first an- 
swer one of mine: Will you 
show me a single load of hay 
the sun ever put in the barn?” 


who can 
confine his work to harvesting 
has an overwhelming advan- 
tage over the salesman who 
is compelled to plow, har- 


The salesman 


row, fertilize, sow and cul- 
tivate. 


From a speech by Jesse H. Neal 
former secretary, A.B.P. 


tenth parlay between 40 and 80 to 
the shipping platform. 

Invitations following study of a 
catalog result in fewer than 10 orders 
per 100 for one company out of every 
seven, but the combination of a good 
catalog and an effective salesman re- 
sults in order-producing efficiency to 
the tune of 60 to. 95% for more than 
a quarter of all industrial firms. 

No simple survey such as this can 
possibly answer all the questions deal- 
ing with the highly intricate problems 
faced by most industrial sellers. ‘This 
one seems to prove that following an 
advertising lead roughly doubles the 
number of orders which your sales- 
men or your agents, distributors or 
mill supply houses get from cold calls, 
and invitations following catalog 
study will boost them more than four 
times. 


Can't Calculate Leads 


What the study does not indicate, 
for example, is how many advertising 
leads or how many catalog invita- 
tions a company may expect. Doubt- 
less this presents so many variables as 
to make impossible any reasonable 
statistical measure. It would seem a 
safe assumption that every company 
needs both advertising and catalogs to 
back up its salesmen, and that the 
latter must continue to make cold 
calls to keep up with the always- 
changing picture of companies and 
executives—but that the number of 
costly cold calls can be decreased as 
the quantity and quality of the adver- 
tising and the catalogs are increased. 

The SEC survey results would 
seem to brand cold-call selling as 
hopelessly costly and inefficient, but 
if an industrial sales executive with 
the best advertising program in his 
industry—and the best-conceived and 
best-distributed catalog—sat back and 
waited for leads and invitations to 
call, he would soon be “available” 
for another connection. Cold calls are 
necessary to unearth new prospects, 
to determine whether a “suspect” is 
a real prospect, for good will building 
and service. 

The most efficient order producers 

those who are disclosed by the sur 
vey as having the highest combined 
efficiency percentage on cold calls, 
advertising leads and catalog invita- 
tions—are those who do the best job 
of harnessing the three factors. 
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[HE editors of SALES MANAGE- They will be 


MENT have just finished an analysis without charge or obligation—to any 


vlad to offer their services 


of comments from more than 1.200 reader who may be puzzled as to what 
readers on the most popular items to give this year. All that you need do is 
they have used for corporate Christ- write us the answers to these questions, 
mas gifts to employes, customers, and our reply will suggest both items, 


dealers, distributors, prospects. with price range, and suppliers. 
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Will you want several items? ... in different price ranges? 


Which type of gift do you prefer to give: For home use? For 
office use? For personal use? 


If you buy direct from supplier how much notice can you give him? 


Will you want him to ship to names supplied by you or make delivery 
to your office? 


Please address your letter to . . . . Business Gift Editors, 
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386 Fourth Avenue, 
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JULY #15, 19583 


Slot Machine Coffee: Now It's 


An $8,000,000 Business 


(Continued from p. 27) 


black. 
The salesman never prolongs the 
demonstration. He 


with cream and sugar, o1 


serves just 
enough coffee to properly gauge man 
agement’s reaction. 

‘The demonstration over, he moves 
in for a close. This is the payoff, 
and he leads off with questions, the 
answers to which help him to gauge 


plus a 


how close management is to buying: 
Where would you place the ma 
chine? How soon would you like 
to have the machine? 

The prospect then usually wants 
to know more about the service. The 
salesman explains in detail. 


Annual sales conventions: [hey are 


900,000 residents 


million summer visitors 


< 


See your 
SB&F man today! 


you use the 


make Florida’s Gold Coast 
a billion-plus market 
which you simply 


can’t miss when 


blanket coverage 


of 


JOUN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, Notional Reps 


Affiliated Stations 


WQAM, WQAM-FM 


held in Philadelphia.. From a very 
modest beginning they have grown to 
three-day meetings. 

R-M management covers most ot 
the important phases of the distribu 
tor operation, introducing new sales 
techniques, new products, new meth 
ods of maintenance, sales outlook for 
the coming year, and full explanation 
There 
are discussion periods for distributors 
to voice their problems and explain 
any new selling techniques they have 
developed, for the benefit of the en 
tire organization. 

At annual meetings R-M presents 
four awards: 

Distributors’ Award in recogni 
tion of unusual cooperation, symbol 
izing exemplary company-distributor 
relations, 

Kwik-Kafé Award in recognition 
of unusual accomplishment and in 
genuity employed in the furtherance 
of Kwik-Kafe coffee service. 

President’s Cup in recognition ot 
efficient operation, adherence to sound 
business principles and maintenance 
of services exemplifying the stand 
ards of the Rudd-Melikian franchise. 

Co-founders’ Award in recognition 
of extraordinary progress achieved 
during the past vear. 


of the advertising program. 


Advertising and sales promotion: 
R-M > was perhaps the first company 
in its field to appreciate the indus 
trial and business application of hot 
coffee dispensing equipment. “We 
were the first, too,” says Wicker 
sham, “to advertise in top manage 
ment and consumer — publications. 
During the past year we have advert 
tised in Mill Es Factory, Business 
Week Office Management and 
Equipment, and Forbes. Our plans 
now are to add United States News 
& World Report and Newsweek.” 

Advertising appropriations are de 
termined by allocating approximately 
$30 per unit of anticipated produc 
tion. R-M is now producing 400 
units a month and estimates that 1953 
sales volume will be upped to 5,000 
units. The advertising appropriation 
will be correspondingly increased to 
$150,000 or more. 

National advertising bids for di 
rect sales inquiries, which are turned 
over to distributors. The advertise 
ments feature current locations of 
R-M equipment and services. 

In addition to national advertising, 
present plans call for an increased 
cooperative advertising 
starting in September. 


program, 
Cooperative 
advertisements are usually scheduled 
for an eight-week period in the vari 
ous distributors’ territories. 

TV will play a major role in the 
company’s over-all cooperative adver 
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tising program. ‘This decision was 
made after a 10-week test in the 
Philadelphia area last spring when 
R-M management was sold on what 
TV can do for its distributors. 

The problem R-M_ faced last 
spring was a specialized one in adver- 
tising. “The company’s original units 
had been designed for use in large 
industrial plants or business offices. 
They are large machines which serve 
1,000 cups of coffee. To advertise 
them, business publications and di- 
rect mail were used. 

In 1951, when a new unit, Coffee 
Cub, no larger than a water cooler, 
was brought out, R-M management 
potential market 
industrials to approxi 


saw Its increase 
from a few 
mately 40,000 prospective customers. 

The problem: how to advertise this 


major compact unit? 
TV Develops Leads 


R-M’s advertising agencv. W. S. 
Roberts, Inc., recommended TV, and 
a test program was planned with this 


strategy: 


1. A 10-week period was scheduled 
as the maximum time TV had to 
That meant that each 
program had to pull in eight sales to 
pay for itself 


prove itself. 


2. The program was given a han 
dicap, by being scheduled for late 
spring through early summer when 
interest in hot coffee dwindles. 


3. For the specialized adult audi 
ence the product demands, a 15 
minute discussion show at 11:15 
Sunday evenings over WCAU-TV 
preceded a weathercast which R-M 
sponsored. 


4. Copy accented two points: (a) 
how coffee breaks improve employe 
morale; (b) how the Coffee Cub 
with its on-the-spot service, eliminates 


TV program. “That's a gross of 
$129,500 in only 10 weeks, and the 
TV campaign cost only $4,000,” 
R-M management points out. “TV 
more than paid for itself.” 

R-M salesmen also benefited. Not 
only had live leads developed, but 
some previously indifferent prospects 
warmed up as a result of the TV 
demonstrations. 

“R-M was so encouraged with the 
results of the 10-week summer test,”’ 
says Wickersham, “that it renewed 
its weather forecast program trom 
October 26 through December 14. 


That, too, was highly successful. It 
was this second successful test that 
sold the company wholeheartedly on 
TV as a master salesman for its dis 
penser equipment.” 

While R-M_ has not yet. settled 
upon a national television policy, Ad 
vertising Manager Wickersham says 
the medium will definitely be used in 
the company’s over-all cooperative ad 
vertising campaign. 

There are now 250 R-M distribu 
tors throughout the country and the 
majority of them are located in TV 
areas. After learning of the results 


WORCESTER 


Metropolitan County Crew 


o 
WORCESTER 


TiN 
Diggeat 


Appetite 
in the - 
United States 
...where Food 
Sales Total 
$175,306,000 
Yearly. 


—— 


time lost to the employer in sending 
out for coffee. 


Source: Sales Management May 
10, 1953 Survey of Buying 
Power; further reproduc 


» ; tion not licensed. 
5. Demonstrations were used, and 


viewers were asked to telephone o1 
write for further information. 


Circulation of Worcester Telegram-Garzette: 
Daily 154,490; Sunday 104,308 


The first R-M sponsored weather 
report was aired April 20, 1952. 

Results were beyond R-M's expe 
tations. Fifteen live leads resulted 
from the first television demonstra 
tion. Within the three days follow 
ing the third Sunday demonstration 
60 leads for the dispenser were re 


WORCESTER WORCESTER, MASSACHUSETTS 
TELEGRAM George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


: Not 
ceived. otional Representatives 


Before the test was completed 350 


inquiries were directly traced to the OWNERS 


OF RADIO STATION WTAG AND 
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of the test program, they are eager 
to try the same TV advertising ap 
proach in their respective areas. 
Radio W hi h 
a small share of the advertising ap- 
propriation, is also being tested. Be- 
cause of the increasing demand for 


the Coftee Cub, radio is being tested 


in the past has had 


during a five-minute weathercast and 

participation in a morning program. 
| 

Results from the test so far are en 


couraging, says Wickersham. 


Direct mail: R-M relies quite heay 
ily on direct mail, point-of-purchase 
and sales promotional material which 
distributors distribute among com 
pany employes alter new equipment 
installed. 


pieces are road and industrial safety 


has been Among these 


streamers and other public relations 
tools. 

A direct-mail campaign is now be 
ing planned for launching in about 
two months. It will offer to dis 
tributors a selection of three basic lo 
campaigns, individually de- 
signed tor specific objectives: 


cation 


1. A basic introductory program 
to sell R-M service to individuals and 
firms not yet sold on the advantages 
of the coffee break and on-the-job 
cottee service. 

2. A program to sell R-M service 
after the value of the coffee break has 
been acknowledged. It will feature 
the company’s answers to objections 
to the coffee break. 


3. A specialized program directed 
to profit locations such as automobile 
showrooms and gasoline stations, 


Small 
distributors to send to purchasers and 


booklets are prepared for 


PUBLISHED BY CAPPER PUBLICATIONS 
LARGEST AGRICULTURAL PRESS IN THE WORLD 


Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 


users of R-M equipment. For ex- 
ample, one booklet is designed to use 
in pay envelopes or with time cards 
to acquaint employes with the new 
service. 

Another booklet titled “Operation 
Coffee Cup,” describes the full line 
of R-M’s equipment, in answer to 
franchise inquiries coming in trom 
newspaper and magazine advertise 
ments that recruit new distributors. 
This is included with another book- 
let, “Hot Coffee,” 


data from various surveys on the sub 


which provides 


ject of in-plant coffee breaks. 

Then there is a booklet, “ ‘Perky’ 
Coffee Cub,” which is used by R-M 
low ation 


Perky 


salesmen to show all new 
managers “How to Keep a 
Coffee Cub.” 


Sales leads: ach sales lead com 
ing in as a result of advertising is 
immediately placed on R-M’s “Sales 
Lead—Process Immediately” form. 

There are five copies of this form: 
Two copies (blue and white) are 
sent to the distributor in whose terri- 
tory the prospect is located. One 
copy (yellow) goes to the R-M. dis 
trict manager tor followup in the 
field. One copy (green) is filed at 
the home office, for a record of which 
advertising medium pulled in the 
lead. One copy (pink) is sent to 
the advertising agency. 

The follow-through on each lead 
is this: 

The distributor calls on the pros- 
pect and notes the results of the call 
on the white duplicate of his copy 
of the form and returns it to the 
home office. 

The advertising department at the 
home office gets out its green copy 
of the original lead and attaches the 
distributor’s white copy to it. “This,” 


WU hid | Kansas Farmer 


f.. aS, h 


Wickersham points out, “prov ides us 
with an at-a-glance control of our 
lead system. Any green copies re- 
maining in our files without white 
copies attached to them indicate that 
the leads have not been taken care 
of. After a limited length of time, a 
followup is sent, with a firm request 
to send in a report on the leads. 
“The lead form not only assures us 
that leads generated by our advertis- 
ing will be followed up, but it gives 
us figures on cost per lead, cost per 


sale, cost per followup, etc. It pro- 


vides us with an efficient system for 
appraising the value of our adver 


tising 

“We feel that our equipment and 
service are fulfilling a basic need,” 
sav the co-founders of R-M, Rudd 
and Melikian. ‘Therefore our sales 
and advertising policies must be of 
the highest order. 

“The distributor 
acts business with top management 
only, and in so doing he must impress 
the prospect with his understanding 
of management problems, such as ac- 
cident reduction, time losses, effici- 
ency and profit-producing devices. 

“To give the salesman the backing 
he needs to do an efficient job, the 
management team in our home office 
must be well-rounded in all phases 
of operation. Our sales manager, 
Manning, for instance, is more than 
his title implies. He has close rela- 
tionship with all company line execu- 
tives in carrving out their daily ac- 
tivities. 

“To achieve healthy expansion 
there must be teamwork on the part 
of Sales, Advertising and Production 
to give professional managerial guid- 
ance to distributors. If our distribu- 
tors grow, we won't have to worry 
about our own future.” 
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TWA says 


wil 


Py 


"Wait for the wagon..." 


UNITED says ‘Drive in." 


Want a Ticket? 


Call it enlightened self-interest. o1 
whatever. While two Trans World 
Airlines ticket offices hit the 
United Air Lines built 


side it. 


road, 
an ofhce be 


In both 


service, 


cases, the aim’ 


TWA’s two roving units, equipped 
to confirm reservations and sell trans 
portation to any place in the world, 
now travel predetermined routes in 
and near Los Angeles and San Fran 
cisco. “They pull up to large 


trial installations, 


indus- 
will ruise big 


» 
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spec ial ] ke the Bowl 


game, Loudspeakers call attention to 
( urb side service, 


events Rose 


United, on the 


opened its 


other hand, has 
roadside ticket 
Redwood City, Cal., to accommodate 
travelers who reside in the suburban 
“Peninsula” area south of San Fran 
cisco. United knows that 500% of its 
San 


room in 


passengers emplaning at Kran 
cisco’s Municipal Airport live in the 


Peninsula area. 


It’s good selling, and it’s good ad 


vertising. 
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adding up to headaches? 


Free yourself of the expense 
and trouble of maintenance, 
bookkeeping, capital invest- 
ment. M@ FLEET RENTAL is the 
modern business way of enjoy—- 
ing uniform new car fleets 
at lowest cost. : 
Town Auto Rentals design 
special plans for invididual 
fleet needs. All costs TAX 
DEDUCTIBLE. m@ Immediate 
delivery of new 1953 autos. 


' Write for TOWN folder. 

TOWN AUTO RENTALS, INC. . 
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MArket 7-7936 


Backed by 32 years of auto service 


Send for 
FREE 
brochure 
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spectacular traffic builder 
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for 93 years, manufacture our 
products for direct sale to indus- 
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tries, food processors, schools, Up 25% Since 1950, by A. R. Hahn Put Your Policies in Writing. (Price 10c 
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270—Canco Now Train ith Seming : : 

A major manufacturer of industrial granulated f Sal ® with ae oe Key Questions to Ask Salesmen When 
and powdered hand soaps, degreasers, cleaning or alesmen, by John H Caldwell. , Revs T . ies. by B. M. A 
compounds and detergents is seeking two capable (Price 10c) You Revamp Territories, by © Wee us- 
men fer the position of division sales manayer tin. (Price 10c) 
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try experience. Excellent opportunity 263—How to Prepare a Salesman For stock; in color. Prices: single copies, $1 
Promotion to a Supervisory Job, by C. L. ... 3 to 11 copies, 75c each... a dozen 


for a man with sales and administra- 
08 Lapp. (Price 10c) copies, $6. . . . More than 12, 50c each 
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ing a fine administrative sales record with 
an integrated beverage business. He trained 
and directed sales field staffs in an ex- 
ecutive position. A.B. degree Harvard Col 
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sales merchandising and employee rela 
tions. A coordinator with unusual talent in 
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who can plan management and _ carry 
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waterproof rain garment made of strong Vinyl film at a very popular price. This 
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worthwhile permanent position for the right man 
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Scranton Times 
Agency: Herald Advertieing prerney 


Seventeen Magazine 
Agency: Al Paul Lefton Company 


Sickles Photo Reporting Service 


Standard Outdoor Advertising, Inc. 
Agency: Donahue & Coe 


Succesful Farming 
Agency: L. E. McGivena ‘ Co.. | nc 


.ird Cover 


Sweet's Catalog Service ............. 18-19 
Agency: The Schuyer Hopper Co 


Switzer Bros. 
Agency: Foster & Davies, inc 


Thomas Publishing Co. 
Agency: W. N. Hudson 


Town Auto Rental ...... 
Agency: W. S. Roberts, Inc 


Troy Record Newspapers 


United Van Lines ns 
Agency: Stanley L. Cahn, hdvetiien 


WBNS (Columbus) 
Agency: Byer & Bowman heen 


WHBF (Moline-Rock Island) 
Agency: C. T. Hanson Advertising 


WHO (Des Moines) 
Agency: Doe-Anderson Advertising penneane 


WOWO (Fort Wayne) 
Agency: Gray & Rogers, Advertising 


WSJS (Winston-Salem) 
Agency: Bennett Advertising Inc 


WSM (Nashville) 
Agency: Noble-Dury pesedebin 


WTAR (Norfolk) 
Agency: Evans & Associates Advertising 


Eimer Wheeler Institute “6 
Agency: McCrary Advertising penaem 


Winnebago Newspapers, Inc. .. 
Agency: Cummings, Brand & McPherson 


Worcester Telegram Gazette 
Agency: C. Jerry Spaulding, Inc 


Woman's Home Companion 
Agency: McCann-Erickson, Inc 


Young & Rubicam 


Zippo Manufacturing Company 
Agency: Geyer Advertising Inc 


SALES MANAGER 


Available for NEW ENGLAND 
AREA 31, experienced hiring, train- 
ing, marketing, pioneering, promot- 
ing, merchandising and advertising 
Drug and Builders Hardware fields. 
Reply Box 2975. 


AOAC TOC NB 


Just before the main event on The 
Sceptered Isle, a contemporary copy 
reader couldn’t resist headlining an 
tem: “Coronation to Be Crowning 
Achievement of the Press.” 


Oliver Crawford says a cat has 
nine lives but a 1rog croaks every 
day. 


(jetting back to the coronation for 
a moment, this same scribbler, a mas 
ter of the play-on-words, says they 
had to move a lot of knights-in-armor 
to make room for the TV cameras. 
This, obviously, was the “knight 
shift” in the Crawford report. 


Nir—‘What did the mama elephant 
say to the baby elephant?” 

Wir—‘In just one week, you'll have 
that ivory look 


While we're in the motherhood de- 
partment, Orville Reed has a mother 
saying to a finical child at table: 
“Eat it, Dear. Pretend it’s mud.” 


“Keep facial muscles trim by exer- 
advises Ida Jean Kain. But 


leave us not overdo it, Ida Jean. 


” 
cise, 


7: 
CONVENTION: An excuse for do 
ing the unconventional. 
es 
An oldie is making the rounds 
again. It concerns the bird who asks 


the proprietor of an antique shop: 
“What's new?” 


After 26 years, the Lindbergh saga 
is still gripping. 


Headline Parader: ‘Play's the 
thing in North Carolina.” 
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BY T. HARRY THOMPSON 


Unwittingly, a very small cousin 
of mine gave me a phrase to hurl at 
an innocent TV receiver when the 
commercial is longer or more vomi- 
torious than usual. The tot uses it on 
his grandmother when she arrives, a 
sure tip-off that Mommy and Daddy 
are deserting him for the night. In 
no uncertain terms, he says: “Go 
home, Nana, go home!” 


Motoring would be pleasanter 
and safer—if most drivers weren't in 
such a hell of a hurry, going no- 


where in partic ular. 


RCA’s Ed Jones writes: “The L 
with the L, I say. ‘Solder’ is pro- 
nounced ‘soder,’ so why not drop the 
L, and send it on down where it 
belongs ?” 


Standard equipment in the wash- 
rooms of the Union League is a can 
of baby-powder in the giant, economy 
size. The steward figures some of the 
boys are in their second childhood. 


7. 
hock-shop window, re 


ported by J.R.G.: “See us at your 
earliest inconvenience.” 


Sign in 


Observing its 30th birthday, Young 
& Rubicam, Inc., took a double truck 
in the New York Herald Tribune to 
reproduce some of its famous house- 
advertisements, among them “Im- 
pact.”’ Short copy with lots of impact, 
incidentally. 


In one of the May issues, it came 
out “‘brand-flakes.”” T’ch, tch! 


ASK FOR THE ORDER! 
Here’s a story about the late Henry 
Ford that is worth retelling many times, 
and brings forth again the _ infallible 


maxim: “Ask for the signature on the 
purchase-order.” 

When Mr. Ford purchased a very large 
life-insurance policy, the Detroit news- 
papers blazoned the fact. One of the 
articles was read by an old friend of 
Ford’s who was in the insurance business. 

Surprised completely by the purchase, 
since he had not heard Ford was in the 
insurance market, he asked Ford why the 
policy wasn’t bought from him, a personal 
friend for many years. Ford’s simple 
reply was: “You never asked me.” 

—The Morrison Press 


Horsek-SENSE: Saying “neigh” at 
the right time.—The Country Drum- 
mer. 


When you help a fellow up a steep 
hill, you get nearer the top yourself, 
it says here. 


“Freed Britons to Get Leaves,” 
said a head in the Niagara Falls 
Gazette, and Herb Rinn wasn’t sure 
whether they were leaves for raking, 
leaves for making tea, or just a sign 
of branching out. 


“Parking-Meters Robbed Again.” 
Headline. Our correspondent in 
Pratt Falls, N.Y., calls that poetic 


just ice. 


All the way from London, Reader 
Harry Klein sends a “cutting” from 
The Scotsman for our Raised Eye- 
brows Department: “Applications are 
invited for the post of Statistician to 
work on the problems of human re- 
productive performance in Aberdeen.” 


The same correspondent encloses a 
clip datelined Rome: “Signor Tobia 
de Lascio, a Salerno mountaineer who 
will be 101 next March, has adver 
tised for a new wife.” He comments: 
‘A triumph of hope over experience.” 


Another correspondent, who signs 
his screed “Marcus Aurelius Pickett,” 
goes to some length to show why 
we call it a “‘red-letter day” instead 
of a “red-number day.” The Ides of 
March were marked with red letters, 
“XV,” to commemorate the bloody 
death of Julius Caesar. I should have 
known, Marcus. 


If there’s anything in a name, a 
nag called ‘‘Hueso” should have one 
leg up on the bone-yard. 


SALES MANAGEMENT 


Remember the 


old chestnut... 


about putting green glasses on a horse, so he'd 
think straw was grass? Well, it looks as tf 


straw, corn cobs and stalks may be standard 


diet for steers —without the green glasses, but 


with such feed supplements as molasses-urea. 

SUCCESSFUL FARMING advises its farme) 
businessmen readers on new cattle feed tests. 
Object: lower cost beefsteak. 


Farming is a business... that puts to use 
research findings on feed, fertilizer, nutritional 
advances, antibiotics, new products and methods 

ce ae raise production, increase 
efliciency, cut costs. Agriculture is 
notonly the country’s majorindustry, 
but the most rapidly developing! 
‘The farm family is upping its 
living standards, building and 


remodelling on a huge scale, installing 


model kitchens, glass block bathrooms, major 
appliances, new furniture and furnishings chosen 


for function, color, and design as well as utility. 


The best class market of the nation’s bes: 
farmers... the 39°,, which earns 88°, of US farm 
income...is best reached by SUCCESSFUL FARMING, 
‘The average annual cash income of the SF farm 
subscriber is in excess of $10,000. 64°,, above 
the national farm average 

SUCCESSFUL FARMING gives deep penetration 
high readership, and influence based on more 
thana halfcentury of service. In a market lightly 
fringed by general media and ‘TV, the national 
advertiser needs SF to balance national effort, get 
maximum sales and potential. For full facts, call 
the nearest SF office. 


MerReEDITH PUBLISHING Company, Des Moines 
New York, Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, and Los Angeles. 


More than any 
ther two! 


eneral grocery advertising 
expenditure placed in each 
Chicago newspaper 


YEAR 1952 


$3,378,685 $1,441,051 $1,435,161 $623,990 
49.1% 20.9% 20.9% 9.1% 
CHICAGO CHICAGO CHICAGO CHICAGO 
TRIBUNE PAPER 8 PAPER C PAPER D 


DURING 1952 general grocery adver- 
tisers placed more of their promotion 
funds in the Tribune than they placed in 
any two other Chicago newspapers com- 
bined. Reaching the largest audience of 
grocery store customers in metropolitan 
Chicago, the Tribune can help you get 
more sales out of every dollar you spend 
for advertising. 


